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Rough Proofs 


A Midwest farm machinery 
manufacturer is advertising for 
an ad man, and insists that he 
have a farm background. 

Do you suppose they want one 
with fertilizer on his shoes? 
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National Baby Week is to be 
observed April 28-May 5, but the 
poys who keep saying, “Yes, sir, 
that’s my baby,” insist that it has 
to be an all-year-round job. 
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Radio statistics fail to prove 
that the comedians who refer most 
often in such endearing terms to 
their sponsors invariably get the 
highest percentage of renewals. 
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The SEP says the Philadelphia 
Evening Bulletin is the greatest 
small town paper in fne U. S., 
which is a compliment, but what 
if they had said something like 
that about the Athletics and the 
Phillies? 

1.9 9% 


A Chicago paper had Marshall 
Field & Co. in the retail airplane 
business for one edition, but by 
the next day the department 
store’s feet were back on the 
ground, 
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With so much millinery now be- 
ing offered in biru’s wing models, 
department store merchandising is 
getting at least a little closer to 
the air age. 
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Hoard’s Dairyman is giving the 
boys a chance to try their luck in 
its famous cow judging contest, 
but may find that most of the cus- 
tomers would rather judge a cow 
on the plate than on the hoof. 
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_ Gladys the beautiful reception- 
ist says the ad business is rapidly 
getting back to normal, Wheaties 
has started another national box 
top contest. 
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Publicity for the A&P anti- 
trust trial in Danville, Ill, will 
Tun right into the San Francisco 
conference, so don’t be surprised if 
the Department of Justice calls the 
whole thing off. 
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A Standard Oil of Indiana ad 
suggests that a lot of people who 
walk don’t enjoy it. Golfers 
wouldn’t agree, but then you can 
always enjoy something you don’t 
have to do. 


Fit’ Ss 


Herbert Spencer, the plastics 
man, looks forward to postwar 
trousers that will stay pressed, 
disregarding the specter of tech- 
nological unemployment in the 
nation’s tailor shops. 


eek My 


ADVERTISING AGE reports that 
some mail-order advertisers took 
six weeks to send out replies to 
Inquiries, but maybe they’re 
holding on to them as part of their 
Postwar planning. 
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The old-fashioned sporting edi- 
tor is now designated a sports edi- 
for, but it seems too bad to have 
demote the religious editor to a 
mere editor of a column on re- 


on. 
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‘Too Commercial,’ 
Porter Warns 22 


Radio Licensees 
FCC Holds Up Six 


Renewals After 
Checking Programs 


Washington, April 11.—Point 
one in FCC Chairman Paul Por- 
ter’s “spring program,” as out- 
lined to the National Association 
of Broadcasters here a few weeks 
ago, was dramatically brought 
home to broadcasters today in the 
form of special letters to 22 sta- 
tions pointing out that their 
present load of commercial pro- 
grams exceeds the plans outlined 
to the commission at the time these 
stations were originally licensed. 
The FCC was apparently pro- 
ceeding on the theory that pub- 
lic service responsibilities cannot 
be fulfilled on commercial pro- 
grams. 

Mr. Porter had told the NAB at 
a meeting here March 12 (AA, 
March 19) that in the future the 
commission, before renewing 
broadcast licenses, would compare 
station performance with the 
promises made in the original li- 
cense application. 


Sees Alarming Trend 


Asserting that there seems to be 
“an alarming trend toward excess 
commercialism,” Mr. Porter 
warned the NAB that the commis- 
sion was considering proposals td 
strengthen renewal procedures so 
that the record would clearly 
show how well a station has ful- 
filled the promises made to the 
commission when it received its 
grant. 

In the past, Mr. Porter pointed 
out, the FCC has been satisfied 
to know that a station has not vio- 
lated specific statutory standards 
of public service. He said the 
commission could no longer avoid 
further examination to determine 
“where commercial opportunities 
had caused a complete abandon- 
ment of other services.” 

In acting on 40 renewal appli- 
cations this week, the FCC 
granted 18 without further in- 
quiry; it granted 16 others, with 
a follow-up letter advising that 
the station’s operation had been 
questioned. In six cases, the FCC 
granted only temporary licenses, 
pending submission of further in- 
formation on the station’s man- 
agement. 

The six stations that were put 
on a temporary basis received a 
letter pointing out that examina- 
tion of their station log revealed 
that the amount of time employed 
for commercial purposes “is sub- 

(Continued on Page 54) 


You ought to know 


adwoman Mary Mc- 
Clung. See Page 37. 
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“Speak londer—1 ewe’ hewr yuh.” 


NAME OF SPONSOR HERE 


FOR V-E DAY—The War Advertising 

Council has sent this ad for local spon- 

sorship to 1,700 newspapers in prep- 

aration for any over-exuberance on 

V-E Day. The copy was prepared by 

J. M. Mathes, New York, volunteer 
task force agency. 


Truman Critical of, 
But Believer in 
War Advertising 


Chicago, April 13.—With the 
tragic death of President Roosevelt 
yesterday afternoon and the acces- 
sion of Vice-President Harry Tru- 
man to the Presidential office, ad- 
vertising lost an understanding 
friend in the country’s highest of- 
fice, but gained another who is no 
stranger to advertising circles. 

The riew President of the United 
States frequently expressed his 
opinion on advertising when he 
headed the Senate’s committee in- 
vestigating the war program. 

Although he sometimes strongly 
attacked certain advertising prac- 
tices as inimical to the war effort, 
at other times he praised the job 
that privately contributed adver- 
tising has done in putting over war 
drives. 

In November, 1943, addressing 
the central council of the Four A’s, 

(Continued on Page 56) 


Wo Cents a Copy, $2 a Year 


eter REE 
U. S. Ad Volume Gains 
700% in Past 30 Years 


Cordials Makers 
Set Up Guild; 
May Advertise 


(Picture on Page 59) 

Chicago, April 10.—Of about 50 
companiés in the nation making 
cordials or liqueurs, 21 have or- 
ganized the Cordial Guild of 
America, Inc., with headquarters 
here, with a principal aim of in- 
creasing consumption of cordials 
by advertising. 

Julius Ellis, Many, Blane & Co., 
Chicago, has been elected presi- 
dent. It is understood, however, 
that if ODT approval can be ob- 
tained for holding a meeting here 
in June, another election may be 
held. 

Louis E. Kanne, Chicago attor- 
ney long associated with wine 
and spirits producers, who has 
been retained as assistant to the 
president, says that following an 
organization meeting a few weeks 
ago, several large producers have 
joined, and that by June 1 about 
10 more are expected to join, giv- 
ing the group representation for 
about 90% of the industry, pro- 
duction-wise. 


Dennison Now Agent 


At the June meeting, if it is 
held, there will also be a decision 
regarding promotion plans. At 
present Craig E. Dennison, Ad- 
vertising, is agent for the guild, 
and has prepared several rough 
layouts to suggest a possible ad- 
vertising campaign. The themes 
of the roughs generally emphasize 
cordials as a before- and after- 
dinner complement. It remains to 
be seen whether the enlarged or- 
ganization retains this agency 
permanently. 

The roughs are reproduced in a 


(Continued on Page 55) 


Last Minute News Flashes 


Cities Service Starts Drive in Dailies 

New York, April 13.—Cities Service Oil Company today launched 
an intensive newspaper campaign in New Haven, Conn., and Kingston, 
Mount Vernon, Yonkers and Rochester, N. Y., with localized spring 
change-over copy featuring Cisco solvent, an internal engine cleaner, 
and Sealed Lubrication. The ads will run every Friday and Tuesday 
in 800 and 400-line units, for two months. Foote, Cone & Belding 


is the agency. 


Chiquoine Named Head of Traffic Audit Bureau 

New York, April 13.—A. D. Chiquoine Jr., vice-president of Batten, 
Barton, Durstine & Osborn, has been elected president of the Traffic 
Audit Bureau, Inc., succeeding Henry Stevens, vice-president of J. Wal- 
ter Thompson Company. R. M. Gray, vice-president of Esso, Inc., has 
been named vice-president and Kerwin H. Fulton, president of Out- 
door Advertising Incorporated, secretary-treasurer. 


Magazines Scheduled for 


Bardinet Cordials 


New York, April 13.—Williams Importers, a division of R. C. Wil- 
liams & Co., will start in May a campaign for Bardinet cordials in Cue, 
Esquire, Field & Stream, House & Garden, House Beautiful, The New 
Yorker and Outdoor Life. Alley & Richards Company has the account. 


Schick Injector Switches to Ivey & Ellington 


New York, April 13.—Magazine 


Repeating Razor Company, maker 


of Schick Injector razors, will transfer its $300,000 account from J. M. 
Mathes, Inc., New York, to Ivey & Ellington about June 15. 


Dictograph Leaves R&R for Hirshon-Gartield 

New York, April 13.—Dictograph Sales Corporation has appointed 
Hirshon-Garfield, Inc., to handle advertising for Dictograph intercom- 
munication systems and Acousticon “hearing lenses.” This $400,000 
account has been with Ruthrauff & Ryan. 


Radio Tops Magazines 
in National Volume, 


JWT Study Shows 


New York, April 12.—The com- 
bined national advertising reve- 
nue of newspapers, magazines, 
outdoor and radio rose more than 
700% between 1914 and 1944, 
from $91,600,000 to $752,797,000, 
Arno H. Johnson, director of re- 
search and media of J. Walter 
Thompson Company, declares in a 
study made available to ApvVERTIS- 
ING AGE today. 

Radio, which first became a na- 
tional advertising medium in 1927, 
increased its share of the four- 
media total from 1.1% in that year 
to 37.5% in 1944. Starting with 
30.2% of the total in 1914, the 
magazine share dipped to 30% in 
1921; rose to 37.6% in 1930; was 
near its 1914 percentage mark 
from 1932 through 1942, but in 
1944 rose to 33.7% of the group 
total. 

Newspapers and outdoor have 
lost relatively in recent years, the 
Thompson figures Bhow. News- 
papers received 58.9% of the com- 
bined national advertising reve- 
nue of newspapers, magazines and 
outdoor in 1914, and reached 
62.7% in 1922, but declined to 
47.3% of the four media in 1930, 
to 32% in 1940, and 24.1% in 1944 
—despite the fact that newspa- 
pers’ national advertising revenue 
of $181,463,000 in 1944 was more 
than three times its figure of $54,- 
000,000 in 1914. 


Outdoor Picture Given 


From 1914 to 1928, outdoor’s na- 
tional advertising revenue in- 
creased from $10,000,000 to $57,- 
000,000, although its percentage of 
the total rose only from 10.9% to 
12.5%. With the depression, out- 
door revenue dropped two-thirds, 
to $18,000,000, when its percent- 
age of the four media was 6. 
Although outdoor moved up to 
$39,700,000 in 1941, and in the last 
two years has overcome much of 
its wartime loss, the rise of radio 
and magazines last year pushed 
outdoor down to 4.7% of the four- 
media total. 

In every year except two— 
1933 and 1943—national advertis- 
ing revenue of radio has expanded 
both in dollars and in percentage 
of the four-media total. News- 
papers in 1927 had $225,000,000 
(49.1%); magazines, $171,116,000 
(37.3%), and outdoor, $57,000,000 


IBM Will Sponsor 
Ist Blue Program 
on Vet Problems 


New York, April 12.—Interna- 
tional Business Machines Corpora- 
tion is the first among approxi- 
mately 50 industrial advertisers 
who will sponsor “We Live Again,” 
a series of half-hour programs on 
the full Blue Network to be pre- 
sented in cooperation with the 
Army, Navy and Red Cross. 

IBM will sponsor the opening 
program May 2, 9-9:30 p.m., EWT, 
paying a talent cost of about 
$14,000, which does not include 
time charges. Top radio tal- 
ent, including Bob Hope and Bing 
Crosby, is being lined up for the 
weekly shows, which will originate 
from hospitals and rehabilitation 
centers. Program is packaged by 


Henry Souvaine, Inc., New York. 
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(12.5%), and radio’s national ad- 
vertising figure then was only 
$5,074,000 or 1.1%. The total for 
the four media in that year was 
$458,190,000, Mr. Johnson esti- 
mates. 

Ten years later, in 1937, when 
the total—$483,768,000—-was only 
a little larger, newspapers had 
39.5%; magazines, 31.1%; out- 
door, 8.1%; and radio, 21.3%. In 
percentage of total, radio passed 
outdoor for the first time in 1931 
and passed newspapers and maga- 
zines for the first time in 1941. 


All Show Gains 


In 1943 and 1944 all four media 
had greater national advertising 
volume than in 1942. Newspapers 
gained from $143,000,000 in 1942 
to $181,463,000 in 1944; magazines 
from $163,963,000 to $254,034,000; 
outdoor from $32,000,000 to $35,- 
000,000, and radio from $191,000,- 
060 to $282,300,000. 

From its $91,600,000 “start” in 
1914, the national advertising 
volume in these media rose to 
$346,875,000 in 1920. After a set- 
back in the early 1920’s, the trend 
moved upward again to $520,999,- 
000 in 1929. Then came the de- 
pression, with a national advertis- 


National Advertising Revenue — 1914 to 1944 


Figures Developed by Arno H. Johnson, J. Walter Thompson Company 
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Advertising Age, April 16, 1945 


NEWSPAPERS % MAGAZINES % OUTDOOR % RADIO % TOTA 
1914 $ 54,000,000 58.9 $ 27,600,000 20.2 $10,000,000 is | easy ot ee $ 91,600,009 
1915 55,000,000 60.9 25,294,000 28.0 10,000,000 Seen - 294, 
1916 75,000,000 62.3 33,405,000 27.7 12,000,000 meeee”—ti<( $C) WA ere. oe 120,405, 
1917 80,000,000 59.9 41,449,000 31.1 12,000,000 RS A eee: ie 133,449,099 
1918 90,000,000 56.7 54,652,000 34.5 14,000,000 ae 6 Mee Weacui. ‘i 158,652,099 
1919 150,000,000 58.3 87,378,000 33.9 20,000,000 ee Pore rs 257,378,009 
1920 200,000,008 57.6 119,875,000 34.6 27,000,000 oe” 8 os pawietens + 346,875,009 
1921 180,000,000 61.5 87,711,000 30.0 25,000,000 i . ee ugviasess na 292,711,009 
1922 200,000,000 62.7 91,735,000 28.8 27,000,000 RT he ey is 318,735,009 
1923 205,000,000 59.9 110,160,000 $2.2 27,000,000 Eee. fe. vedaraee: ri 342,160,000 
1924 200,000,000 56.1 123,911,000 34.7 33,000,000 ES rr dP oe 356,911,009 
1925 220,000,000 54.6 143,166,000 35.5 40,000,000 aR ~~ ss 403, 1 
1926 235,000,000 53.3 155,694,000 35.3 50,000,000 oo 8 8=§=_ gs. aie a3 440,694,000 
1927 225,000,000 49.1 171,116,000 37.3 57,000,000 12.5 $ 5,074,000 11 458,190,000 
1928 235,000,000 49.2 171,047,000 35.9 57,000,000 12.0 /. 13,836,000 2.9 476,883 
1929 260,000,000 49.9 185,723,000 35.6 50,000,000 9.6 25,276,000 4.9 520,999,000 
1930 230,000,000 47.3 182,484,000 37.6 37,000,000 746 36,193,000 7.5 485,677,000 
1931 205,000,000 48.2 150,303,000 35.3 22,000,000 5.2 48,302,000 11.3 425,605,000 
1932 160,000,000 474 104,907,000 31.1 20,000,000 5.9 52,776,000 15.6 337, 
1933 145,000,000 48.6 92,578,000 81.1 18,000,000 6.0 42,532,000 14.3 298,110,000 
1934 163,000,000 46.3 111,254,000 31.5 21,000,000 6.0 56,906,000 16.2 2,160,000 
1935 167,000,000 44.0 115,878,000 30.6 28,000,000 74 68,178,000 18.0 379.056.0009 
1936 188,000,000 42.7 132,981,000 30.2 33,600,000 7.6 85,782,000 19.5 440,363,009 
1937 191,000,000 39.5 150,298,000 31.1 39,200,000 8.1 103,170,000 21.3 48:3,768,000 
1938 149,000,000 34.7 132,737,000 31.0 36,800,000 8.6 110,028,000 25.7 428,505,000 
1939 152,000,000 33.4 141,565,000 31.1 36,750,000 8.0 125,114,000 27.5 455,429,000 
1940 161,000,000 32.0 156,274,000 31.1 36,610,000 7.8 148,656,000 29.6 2,540,000 
1941 163,000,000 29.9 168,825,000 30.9 39,700,000 7.3 174,100,000 31.9 545,025,000 
1942 143,000,000 27.0 163,963,000 30.9 32.000,000 6.9 191,000,000 36.1 529,963,000 
1943 180,000,000 27.4 213,815,000 32.5 34,000,000 52 228,991,000 34.9 656,806,000 
1944 181,463,000 24.1 254,034,000 33.7 35,000,000 4.7 282,300,000 37.5 752,797,000 
ing “bottom” of $298,110,000 injhas continued quite steadily: Early year figures for newspa-|reau of Advertising, American 
1933—which was still only a bit|$502,540,000 in 1940; $545,625,000| per, magazines, and outdoor were|Newspaper Publishers  Associa- 


less than the 1920 peak. A new/in 1941; $529,963,000 in 1942;|estimated by J. Walter Thompson 
upward trend was broken some- | $656,806,000 in 1943, and $752,-|Company. Most of the newspaper 
what in 1938 and 1939 but since|797,000 in 1944. figures were compiled by the Bu- 


Market and Media Files 


available on the 


B.P.1.C. Specialized Export Magazines 


These files provide complete information on each of 
the B.P.I.C. Specialized Export Magazines, and also 
on the particular overseas market covered by each 
magazine... INGENIERIA INTERNACIONAL 
INDUSTRIA and INGENIERIA INTERNA- 
CIONAL CONSTRUCCION cover the Latin 
American industrial and construction fields; EL 
AUTOMOVIL AMERICANO and THE 
AMERICAN AUTOMOBILE (Overseas 
Edition) circulate to the automotive trade 
and transport fields abroad; and EL FAR- 
MACEUTICO covers the Latin American 
drug tr-de and health field . . . Write for 
your r.arket and media folders on any one 
or all—address 


> FP pitas 


err 7 v 


PUBLISHERS INTERNATIONAL CorPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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tion; most of the magazine figures 
by Publishers’ Information By. 
reau, and outdoor by Outdoor 
Advertising, Inc. Denney’s Na- 
tional Advertising Records were 
used for radio from 1927 to 1931, 
Radio data came from Publishers’ 
Information Bureau, 1932 and 
1933, and National Association of 
Broadcasters from 1934 to 1944 
Radio, it is explained, includes 
gross time costs on national net- 
works and national and regional 
non-networks. 

The outdoor figures from 1931 
through 1944 are based on bill- 
ings. Prior to 1931, the agency 
points out, the outdoor figures 
were based on contracts “and 
subject to considerable error,” 
Figures for The American Weekly, 
This Week and Parade are sub- 
tracted from the magazine total 
and included in newspapers. 


Iowa U. Students 
Study Townsend 
Adwriting System 


Iowa City, Ia., April 10.—A class 
of 50 students in the school of 
journalism at the University of 
Iowa this week completed a semes- 
ter’s work on the Townsend 
method of advertising evaluation, 
marking the first time that this 
method has ever been officially 
taught to a group of university stu- 
dents. 

W. S. Townsend, originator of 
the system, visited the Iowa cam- 
pus and lectured to the class yes- 
terday. He was the guest of honor 
at a luncheon given by the faculty 
of the school. 

Instructor for the course was H. 
J. Rowe, president of Ambro Ad- 
vertising Agency, Cedar Rapids. 
The experiment was called “highly 
successful,” and plans are being 
laid for a similar course next se- 
mester. 


seen 


Harper-Wyman Co. 


Plugs Burner System 

Harper-Wyman Company, Chi- 
cago, maker of Harper Burner 
Systems for gas stoves, is launch- 
ing a series of two-page color ad- 
vertisements in gas industry pub- 
lications, illustrating progress to- 
ward better living as a result of 
women’s dissatisfaction with an- 
tiquated methods. Theme of the 
series is “What Woman Wills, Will 
Be” and the ads stress demand 
for gas ranges with Harper burn- 
ers. Ivey & Ellington, Inc., New 
York, is the agency. 
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Complete Coverage 
of one of the 
greatest 
post-war industries 
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“| HOW TO GET PEOPLE 

vend A New Slant On An Old And Profitable Formula 


ation, 
t this 


— It may be a long time before paper availability will en- forecast a winner. Then, J . Walter Thompson and its 
an | able True Story to run a chart like this on CIRCULATION, _ a —— and Libby looked, listened, and in 
‘cam but in the meantime, this may make a wartime substi- -~ yo 


honor tute: In avery real sense, thischart shows what happens | The above chart shows what happened : 


— when people, broadly , have an opportunity to “get” the The heavy line traces the growth of “My True Story” 


ig new True Story. on the Blue Network to its current rating of 4.9. The 


anit program nearly doubled its audience in eleven months! 
being Here’s how it came about: Not shown on the chart — but extracted from a recent 


adiees “Pulse of New York” survey -— is the fact that more than 


Back in 1942 the Blue Network was casting about for a one-third of its listeners turn on their radios especially 
new kind of daytime radio—a complete story in every to hear the “My True Story” program, and 98% of these 
program. The Blue felt that a big slice of daytime listeners flip the switch when the show is over 

Chi- would become more frequent listeners without “cliff hang- ; 
urner ing’ (radio’s colorful word for the story-telling device to Moral: We believe there is a firm, sound, and profit- 
r ad bring a listener back to a continued story every. day). able moral to this story: The True Story formula 
3 to The Blue figured that a tie-up with a big national maga- attracts more of America’s most important families, 
zine might hold the answer. the Wage Earners, than does any other. 


Will First, such a formula would be pre-tested. Second, such This has been proven not only in the magazine itself, 
a tie-up would offer a welling flood of stories. not only in True Story’s eight separate foreign editions, 


, : a oe ; : 
Not many hours after this decision, the Blue came to True but again today, in a “foreign medium — radio. 


— Story: True Story was pre-tested. True Story did have a 
"7 volume of material AND that material was successfully 
pitched to the biggest market of them all—the same 
market at which the bulk of daytime radio is aimed. ds 
: ‘testy | Libby's | Blue | § | 26 Min. 


MOREOVER, the formula of most daytime radio itself Set Eve. Post | SEP, | Blue | 5 ite. 
was originated by True Story out of its own pages, back Readers’ Digest | Campbell's ces | 30 Min. 
in 1928 — with True Story’s own “Mary and Bob”. Coronet | Coronet | Blue | 


Time | Time Blue 


For a year the Blue Network and True Story produced a i | tallies | MBS | 
a program on a sustaining basis. All available indices 


Box Score Shows ‘‘My True Story” Tops in Radio Time 


Total 
Weekly 
Time 


No. of 
| Stations 


Net- | Pro- Time of 


Magazine Sponsor | | grams Each 
| am Wkly. Program 


o 


125 Min. 191 
60 Min. 187 
30 Min. 123 
5 Min. 30 Min. 129 

30 Min. 30 Min, 181 


30 Min. 30 Min.| 100 


wy To get the most Wage Earners excited — T ee ad E S T : y ‘ : 


Me the True Story formula—at its best in True Story Magazine. FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE 
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WLW Signs First 
Nielsen Radio 


Index Contract 


Cincinnati, April 12.—Radio Sta- 
tion WLW has contracted with A. 
C. Nielsen Company, Chicago, for 
Nielsen Radio Index service in 
the WLW primary coverage area, 
R. E. Dunville, vice-president and 
general manager of the station, has 
announced. 

While details of the contract 
were not divulged, it is understood 
that Nielsen will extend the areas 
now covered by NRI measurement 
to include the WLW “merchandis- 
able area.” Until recently inabil- 
ity to obtain critical parts for the 
Nielsen Audimeter restricted the 
extension of the territory in which 
listening data could be compiled, 


but the extension of the service to 
include all of the WLW territory 
is regarded as indicative of an 
early expansion to other sections 
of the country. 

This is the first service contract 
ever made by the Nielsen company 
with an individual station, thus in- 
dicating a change of policy which 
may affect future operations in the 
radio field. Nielsen is continuing 
to serve the Columbia Broadcast- 
ing System and the National 
Broadcasting Company under ex- 
isting contracts, in addition to 
leading advertisers and agencies. 


To Scripps-Howard 


William McKenna, who has been 
with the Chicago office of Ward- 
Griffith Company, newspaper rep- 
resentative, has joined the Chicago 
sales staff of Scripps-Howard 
Newspapers. 


Magazine Planned 


to Aid Veterans 


New York, April 12.—Vet, a 
new monthly magazine appearing 
here June 1, will be published by 
the Veteran Publishing Company, 
recently formed, and staffed en- 
tirely by ex-servicemen and wo- 
men, Eugene L. Friedman, re- 
cently with the Army, and Sid- 
ney H. Ascher, president of Sid- 
ney H. Ascher Associates, New 
York, are editor and publisher, re- 
spectively. 

The magazine, for which 2,000 
subscriptions have already been 
received, will carry no advertising 
the first few issues, and will be 
promoted in May in local news- 
papers and spot announcements. 
It will feature articles on veterans’ 
rehabilitation, government loans 


for new businesses, educational 
opportunities and free classified 
advertisements. It will sell for 10 
cents a copy on newsstands in the 
metropolitan area for the first two 
months, then will be distributed 
nationally. Copies will also be 
distributed to Army camps and 
discharged veterans will receive a 
three to six months’ free subscrip- 
> depending on the paper sup- 
ply. 

The new magazine will be pub- 
lished at 33 W. 42nd St. 


Start Coast Network 


University Broadcasting Com- 
pany, a new California radio net- 
work of stations KPAS, Pasadena, 
and KSFO, San Francisco, has 
been organized, with operations 
starting April 15. Wilton Gunzen- 
dorfer, manager of KSFO, will 
manage the network. 


@ continuing series of ob- 
servations from the office 
of theBusiness Manager... 


The number of new incorporations often reveals what business men think of the busi- 


The New York Times and its legal counsel have received numerous 
requests for copies of the opinion of Justice Murray, of the New 

York State Supreme Court, Albany County, in deciding a suit 
brought by Camp of the Pines, Inc., against The Times. The decision 
yey the position of The Times, which as a matter of policy de- = 
ines to accept any advertising containing words such as “selected ——= 
clientele,” implying discrimination by reason of race, creed or color. 
In this interesting test case, Camp of the Pines, Inc., sued on five 


Cc 


ness potential of a trading area. Last year, 11,450 corporations were formed in New 
York State—an increase of 32% over 1943. 90% of the total were in the five boroughs 
of New York City. The number this year is running 33% ahead of the corresponding 
period of 1944, with New York City taking about the same share of the total. 


The way women respond to the Food News column of the week- 
day Times was well demonstrated recently, when our food editor 
illustrated a cake from Schrafft’s at the top of her column. 
Schrafft’s wrote: “Our stores had placed their normal orders for 
this cake, and the volume of business that came their way as a 
result of The Times mention left them gasping. They tried hard 
to keep up with orders, but the bakery found it impossible.” 
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“causes of action’’—each of which was decided in favor of The Times in the course of 
the fourteen page opinion of the court. 


Classified advertising, with its employment columns and 
offers of goods by and to individuals, probably performs the 
truest public service of any type of advertising. Although 
newsprint restrictions caused The New York Times to reduce 


i! its Classified linage volume by 328,463 lines in the first two 


months of 1945, The Times was able to publish 27,711 more 
Classified advertisements than in the same period last year, 
by limiting the size of advertisements. 


That educators are deeply aware of the role of the newspaper in the world today is 
shown by interest in the lecture course now being given for New York City teachers 
each Wednesday in Times Hall. Entitled ‘The Newspaper—Its Making and Its Mean- 
ing,’’ the eight-week course by members of The Times staff is under the auspices of the 
Board of Education. Following the lectures, seven workshop sessions will be held by 
the Board of Education to discuss best methods of using newspapers in schools, and 
credits will be given to the teachers. 


The New ork Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT" 


Advertising Age, April 16, 1945 


McCall Catching 
Up on ‘McCall's,’ 
“Redbook’ Dates 


Dayton, O., April 11.—McCal 
Corporation production officiaj 
expect to catch up by June q@ 
July on the McCall’s and Redboo, 
printing schedules, upset in Feb. 
ruary during a temporary short. 
age of gas needed to dry printing 
inks. 

The gas shortage develope 
during a severe winter cold spe 
when gas ordinarily available tg 
the huge McCall printing plant 
was diverted to war production 
plants. March issues of McCall’s 
and Redbook, usually due on the 
stands by the first of each month, 
did not appear until late lag; 
month, and the April issues wil] 
not be out until the end of this 
week. 

As the company is explaining to 
its subscribers, to advertisers and 
agencies,it takes six of its five-color 
presses working 24 hours a day 
throughout a month, to produce 
the 3,500,000 copies of McCall’s, 
Besides these, other presses work 
at capacity to turn out the 1,500,- 
000 copies of Redbook and issues 
of Bluebook, McCall Pattern Book, 
individual patterns, etc. 


Prints Many Magazines 


In addition, the plant prints 
more than 7,000,000 copies each 
month of a long list of other 
magazines. These include Air 
Force, American Girl, Christian 
Herald, Elks Magazine, Every- 
woman’s, The Leatherneck, News- 
week, Outdoor Life, Plane Facts, 
Popular Science, Progressive 
Farmer, United States News, and 
the Scholastic Magazines group. 

Company officials say none of 
these publications was delayed in 
printing because the plant secured 
enough gas during the shortage 
period to keep them on schedule. 
Newsweek reported to its readers 
that it was caught by the shortage 
briefly, but brought in special inks 
in time to keep presses operating 
as usual. 

McCall advertising officials say 
they have received no complaints 
from advertisers or subscribers. 
The delayed publication dates 
have not affected closing dates or 
other matters involved in handling 
advertisements, they say. 

McCall Corporation and its sub- 
sidiaries had combined net sales 
of $22,157,431 in 1944, as against 
$19,037,000 in 1943, its annual re- 
port reveals. Net income in 1944 
was $1,695,339, a record high, The 
net in °43 was $1,137,185. 


CBS Changes Outlet 
in Cincinnati to WKRC 
WKRC,, Cincinnati, on June ! 
will replace WCKY as CBS’s basic 
outlet in that city. Operating on 
550 ke., 5,000 watts day and 1,000 
watts night, WKRC was one of 
the 16 original CBS owned and 
operated stations. In 1939, when 
its present owner, the Cincinnati 
Times-Star, took it over, WKRC 
became a Mutual outlet. 


Ellis Elects Potter 


H. Ross Potter, account execu- 
tive with Sherman K. Ellis & Co. 
New York, has been elected 4 
vice-president and director of the 
agency. Formerly Mr. Potter was 
with Young & Rubicam, Inc. 
New York, and Aitkin-Kynett 
Company, Philadelphia. 


—— 


ae 


UG 
co A 


jij 


RACINE 


WISCONSIN'S SECOND 
INDUSTRIAL AREA 


| The SOURNAL-TIMES 
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ME CARRY THIS LINE WHEN THE WAR’S OVER? 


No Sit. 


But he’ll carry somebody’s line. Right now Newt 


Bates is peeved. He’s got a fine Main Street store 
and a lot of customers with money to spend, and 
he isn’t getting the attention from his suppliers 
he thinks he’s entitled to. Small-town merchants 
aren’t so easy to call on and keep sold these days, 
but they’re making up their minds who they’ll 
buy from when the war’s over. Now is a good 
time to give these dealers in the smaller places 
special attention . . . to cultivate their good will 
and confidence for future business. 

This big segment of the national market re- 
sponds well for advertisers who use PATHFINDER, 
the news weekly that’s edited directly to the 
smaller communities. PATHFINDER is the logical 
medium to strengthen your small-town coverage, 
not only because it is published for small-town 
America, but its circulation includes a large por- 
tion of the merchants and business men on 


Main Street. 


GRAHAM PATTERSON, 


PATHFINDER 


PATHFINDER BUILDING + WASHINGTON, D. C. 


ADVERTISING OFFICES 
Philadelphia, 230 W. Washington Sq. * New York, 420 Lexington Ave. 
Chicago, 180 North Michigan Ave. «¢ Detroit, General Motors Bidg. 
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Bowles Explains 
Pricing Policy in 
Article for Press 


Washington, April 10.—Continu- 
ing his campaign to explain and 
justify OPA’s basic pricing policy, 
Administrator Chester Bowles yes- 
terday took the unusual step of 
submitting an “article” to a broad 
list of business papers. 

Along with the article, titled 
“OPA Pricing Policy,” and appro- 
priately by-lined by Mr. Bowles, 
went a covering letter explaining 
that “this article deals with cost 
absorption rather thoroughly, an 
OPA principle that has caused a 
great deal of comment in business 
circles. This article is intended 
to present our views on this issue. 
I think it shows the fairness and 
necessity for using the cost absorp- 
tion principle, both now and in 
the period of change to peacetime 


ways of doing business. 

“T cannot overestimate the im- 
portance of cost absorption in our 
whole program of price control. I 
think of it as the cornerstone. It 
is important to us now and will 
remain important to us throughout 
the period of reconversion.” 


Not ‘Dollar for Dollar’ 


In the article itself the price ad- 
ministrator explains that OPA 
pricing policy “is not simply a 
cost-plus formula whereby every 
increase in wage rates and mate- 
rial prices is matched dollar for 
dollar by a corresponding increase 
in price levels at each succeeding 
level of production or distribu- 
tion.” Such a policy, he says, 
would not be price control. 

Absorption of costs is not a new 
OPA policy, Mr. Bowles asserts, 
but definite standards governing 
the practice have now been worked 
out for the distributive trades and 
OPA intends to enforce them, be- 
cause “the distributive trades have 
acquired a capacity to withstand 
the impact of some increases in 
manufacturers’ prices without cor- 
responding increases in_ selling 
prices.” 


“When there is an increase in 
a manufacturer’s prices,” he con- 
tinues, “OPA will not generally 
allow an increase in wholesalers’ 
and retailers’ prices if the industry 
earnings standard and the product 
standard are met. 

“The industry earnings standard 
is met if the profits before taxes 
are as high as those of the desig- 
nated peacetime period. 


Product Standard Important 


“The second standard, the prod- 
uct standard, is a more important 
and complicated factor to be con- 
sidered in determining the ability 
of the distributive trades to ab- 
sorb cost increases. It is the stand- 
ard applied to trades selling a 
number of commodities so that the 
over-all earning of the trade will 
not be the sole measure for setting 
the price of any given commodity. 

“When suppliers’ prices increase, 
OPA’s stand is that higher price 
ceilings of the wholesaler and re- 
tailer should occur only if the ab- 
sorption of suppliers’ price in- 
creases would reduce margins on 
commodities below the average 
cost of doing business.” 

Mr. Bowles bolsters his asser- 


tion that the distributive trades 
are well able to absorb many price 
increases with figures showing in- 
creased profits before taxes rang- 
ing from 168% for small furniture 
stores to 1038% for department 
and specialty stores, compared 
with the 1936-39 period. 


WALB Gets License 
Approval from FCC 


The long-fought license renewal 
case of Station WALB, Albany, 
Ga., was closed last week when 
the FCC granted a renewal of li- 
cense to the Herald Publishing 
Company, Albany. 

A stormy issue for many years, 
the WALB case resulted in inves- 
tigation of the commission during 
the last Congress, after the FCC 
had charged that the Georgia Con- 
gressman, Rep. Eugene Cox, had 
received a fee of $2,500 for repre- 
senting the station. 


Joins Four A’s 


Lang, Fisher & Stashower, Inc., 
Cleveland, has joined the Ameri- 
can Association of Advertising 
Agencies. 


With audiences both small and large, 
visual interpretations are most effective. It 
has been the privilege of The JAM HANDY 
Organization to help design visual aids to 
help get ideas across, and to help get them 


used with the greatest effectiveness. 


The JAM 
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BOTTOMS UP—Goodyear Tire 4% 
Rubber Co., Akron, is telling consum. 
ers to look for the Neolite soles “on 
over 150 famous brands of shoes for 
men, women and children.’ Retailers 
also are featuring the Goodyear prod. 
uct in current newspaper copy. 


BMB Directors 
Meet in New York 


to Organize Plans 


New York, April 12.—The exec- 
utive board of Broadcast Measure- 
ment Bureau met here this week 
to discuss location of a headquar- 
ters office and to cover final de- 
tails on the organization and per- 
sonnel of the bureau. It was the 
first board meeting to be held after 
the 1l-week membership drive 
Hugh Feltis, BMB president, has 
been conducting during the 18 
district meetings of the National 
Association of Broadcasters. 

Results of the meeting will be 
announced in the next ten days. 

As of the week of April 2, Mr. 
Feltis said, 56% of the potential 
station members had signed up for 
the plan, assuring the bureau of 
72% of the funds necessary to start 
it. The biennial measurement, first 
phase of which is expected to be- 
gin in March, 1946, will cost an 
estimated $1,000,000. 

Members of the executive board 
meeting with Mr. Feltis are J. Har- 
old Ryan, president of the NAB; 
Paul B. West, president, Associa- 
tion of National Advertisers; Fred- 
eric R. Gamble, president of the 
Four A’s; and Roger W. Clipp, 
manager, WFIL, Philadelphia. 


‘Hardware Age’ Issues 
Directory Minus Ads 


Hardware Age, New York, will 
issue its annual merchandise di- 
rectory, to be published July 19 
as the “Who Makes It?” issue of 
the publication, without any adver- 
tising as an alternative to drop- 
ping the issue altogether to remain 
within paper quotas. Advertising 
schedules are being adjusted with- 
out penalty. 

The directory issue has been 
produced each year as a reference 
volume for hardware buyers. The 
1944 edition carried 418 pages of 
reference and service material at 
530 pages of advertising, and the 
1945 edition would probably have 
passed previous records in volume 
of advertising. 


Dayton Accounts Placed 


Standard Radio & Electronic 
Products Company and S. J. Pat- 
terson Company, coal producer, 
both of Dayton, have appointe 
Kircher, Lytle, Helton & Collett, 
Dayton, to handle advertising. 


ad 


The source of daily 
business news.-: 
the preference of 
management men 
in the greatest 
industrial area--- 
the central west. 


Chicago 
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Commerce 


| ip * , r . 4 - e = 2 a : . ¥. a é , .- 7 A ue ; pata 
a 
- ' fs 
row man tm one wererene \usrmes = = NeURY Ren? cane) seove we 
| pam 

: | | is. —> & 
se at i BrZ7 . "ia 
" SS Aid “A Mi) pe id 
bs. | [ ] : ZS oy ant alt 
: MARVEL Te maT Tee STRATES Smee DUTONE = 

1% + A 

a, ee hes ‘a yc oa <a F 

é OF =e i fn og } 4 , 1 
| | E> RW Secs 
© \ aes = ...now you can walk on 
| Ar Nea 
| —=A\ we, NEOLITE 
| ae ei \: the worlds 
| Wa. PO” 
ie a ~ / i 
Yep OZ... SOLES 
: be? fs perfect 
premnigh enaieamn estte-ean np 
ROUTE Siew far twee leet! They oo ecarpmed! 
; BOTTOMS UP!... aheaeteasatoteae ee 
; rt et ements er 0 or ome te get the mast out of every dhe stamp Now the whale 
ee 
a 

a 
| 
- | 

] 
—_—_—_—_—_—_—_—_—_—_———_ 
a 

3 , a 
eS ae ‘ ' Batis, Be a oe , : ge P 
eon Be" ‘oe =e ncaa Aiee P| 5 
Vin cl gait ° Where we were me 4 i DLs pe ae i: 
: pages ji i ‘i ene Sg i Me oe More ia 
? hears 4 vgs gh fe | yah ‘f a SAD LAS ae gs j 

7 s aioe “Ss o ; and ae oe ae ¢ % | * ij Aga \ >. ‘s m r 
” Bee a Gmeme... & oe 
‘ eroenaeee* Rs “ @ scone ae) 2 la - en ag, Lo - 

ga reg ; tb 4 i s. al Ha 
" A LAL ae joe be Da Se % zs jes 
} a - s 2B a 

1 i ane whe men am " ee » ‘ pee - ' ; 

‘ i y “ne oe ey ea . 4 e ; ‘is ee Ra Bx rt of 6 De | ee 
_ » % 2 ag ae ct ieee if ins a ue Ve. 1 yy Pe pe 2 \ ; een ; i, gee g ey + at a 
Ae an te" Tia ee ba rent j 4 : 5, y : o id 4 ee Rik, ; et Wik eo sah Gas ae 34 * 

3  ¢ aa C >} ae , fe Po lee i d i he 

9 see ff ae Ae i s se eee es ites. om 

ies re Se q » 7” r Pie 7 P BR he ; 4 F s 2 5A 2 ene a sa 

; ’ ye rae “3 gore: 1S . ge Of >» » * (++ ay, # ; 
gue Y Vaeees SE 4 Win: “eek ‘* Pecit ; os an a eRe 

e ' Fe Bay of es & — Oe ree | » See ee 

“a y Baer 4 te oes 8 a « vA ; AG 
wy i 1 Ty 7 ; ee. (2 be tt =. she 
iy s . ~ oe * ay eae uid wn . eu pre fae cs < ays Bg Sa in . os > 
. ; a 7 ie 54 eae AM o + : ‘ = Hed a Fee, er im : 2 
‘ ' & Bes ee LETE P ee aie ae — ho 
2 : > % of es aa tia B COMP ag a ete Soe A : f aa ‘ Bie id GE : P 

a a ll ee ; 
sa ' o ee i Fs ae ih aie os oy - t n Cc e oi , a, e i t ; 

Po oe a ccistGnCe I on RY, 

; ie a) i a SE. A FE Fo 
| EMONS a 5 
; Woe pe Bs? | i : ge i. - ores 
s Pe” ea * 
aS a , — + oN ee Pi. 

” — er na ie te 
| a enamine em eg, | here's 
es od *| 43 is 
ay, 1 @ q j e ' se 
™ ¥ : . be 5; 

me : . —_— 
; . 2am i . i ah. i 4 7 

a ‘= sree ™ a se : Sea ~ ‘ 

, ia eae ee ‘ ke 
a Sst: ll ~38.8eb PEE Sat « ‘ 
’ , em R eS x Nia Gf | 
ee 
zl co ae Nee L. tal aay, 
" eK 5 5) Bee, 1 OR “ ™ ;: us 

os " Y e we * = i a 4 m {¢* 
= .. . 5. “ae i , : 

4 Ens ‘ # * te “ 

a ee 7 ‘ b 7 
Rg My es iene : we 4 a : 7 
¢ Cha, a “SL B 
+) 7 mo." Nor $ te ' 
} + : rt ee 4 ; 
: nt ; 
. be’ 5 ne 
e bi rg m4 
KS a; ren A " ee J ' 
bk, et (ei 
a | oe alee 
_ Special Devices for Personnel 
4 : a 
wih | Ra 
: H é - z = era ‘ 
. bile: a ; Le fat. " . 
ee . 2 . > , 
“i ET seems 
Z | Motion Pictures 
re meee? Sad Dieta 
; : : - . _ : 
: ae : ’ ' wre ea a , Pace, re m ; Prat = ms Z x iat, . 7 3 ] ¢ 5 ° Se is a ” 


j titi @a + Fees 


, will 
e di- 
ly 19 
ue of 
,\dver- 
drop- 
emaln 
tising 
with- 
been 
srence 
;, The 
ses of 
al and 
id the 
- have 
olume 


-ed 
tronic 
'. Pat- 
ducer, 
ointed 
‘ollett, 
ng. 


laily 
> of 
men 


rest 


Paes 
rest. 


f 


2 For you who thrive on statistics, 
here's what Sales Management's 1944 Copyrighted Survey shows 


y The Valley of the Bees has 1,220,000 people. 
15.39% of the State’s total. More popula- 
tion than Baltimore or Cleveland. 


/ ¥ Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. 


y Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Valley ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


y And the three McClatchy Bees dominate in 

Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 
is concentrated... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
areca. In 14-county area, more than 
double circulation of nearest competitor. 


‘ ABC coverage of 91% in city zone: 
« 57% of trading area. 


ABC coverage of 90% in city 
zone; 50% in trading area— 
largest circulation of any news- 
paper berween San Francisco 
and Los Angeles. 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


HH’ MANY BIG markets do you see when you focus your sales- 
eye on California? Take a good look! 


See that 500-mile basin lying well inland, isolated from the 
influence of outside newspapers? It’s the amazing Billion Dollar 
Valley of the Bees, where live more people than in Cleveland, 
Pittsburgh or Washington, D. C. 


And Valley people have an effective buying income of one 
and a half billion dollars. Here per capita retail sales surpass the 
national average by 35°. Twenty-seven states spend less for 
food than do Valley people. And drug store dollar sales in the 
Valley far exceed those of San Francisco, St. Louis or Boston.* 

Want the “how to get ahead” formula for advertisers in the 
Valley of the Bees? Put The Sacramento Bee, The Modesto Bee 
and The Fresno Bee on your schedule. Each of these three Mc- 
Clatchy newspapers dominates its field. 


MCCLATCHY | 


A 


NEWSPAPERS 


National representatives...O'MARA & ORMSBEE, INC. 
New York + Los Angeles + Detroit + Chicago + San Francisco 
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Equipment for 


Auto Industry 
Okayed by WPB 


Detroit, April 12—A _ spokes- 
man for the automobile industry 

day hailed announcement of 

PB approval for the immediate 
manufacture of $50,000,000 worth 
of machine tools and _ related 
equipment as “the first concrete 
action” resulting trom WPB 
Chairman Krug’s recent meeting 
here with industry representa- 
tives. 

The order for machine tools and 
equipment for the nation’s motor 
makers had been placed last fall, 
without priority rating, and later 
was shunted aside. Now granted 
priority assistance, the equipment 
is expected to take from three to 
six months to be made after the 
machine tool industry takes over, 
Krug said. 

Henry P. Nelson, appointed by 
the WPB chief last week to guide 
reconversion of the automotive in- 
dustry (AA, April 9), left Detroit 
for Washington to expedite the 
machine tool program. It was un- 


\derstood he took with him com- 
plete information on the needs of 
auto plants based on the list put 
together when the so-called “green 
light” for reconversion was flashed 
last fall, only to be turned off in 
December. 

“This is the first concrete action 
resulting from the meeting with 
Krug,” George Romney, manag- 
ing director of the Automotive 
Council for War Production, said. 
“It is evident that Washington 
realizes the importance of these 
preliminary steps. We suggested 
similar action on jigs and fixtures, 
and on plant reconstruction, Per- 
haps this foreshadows action on 
these matters. The machine tool 
bottleneck is one of the biggest 
in the auto reconversion picture.” 

He emphasized, however, that 
“this and other steps can be un- 
dertaken only to the degree that 
they do not interfere with the 
war effort.” 


Transit Accounts Placed 

Philbin, Wrangell & Coine, New 
York, operator of bus and street 
car advertising, has been ap- 
pointed by the Motor ‘i'ransit 
Company and Orange Bus Lines, 
both of Jacksonville, Fla. 


Gen’‘l Motors Ad 
Hits NLRB Ruling 


on Bosses’ Union 


Detroit, April 11.—General Mo- 
tors Corporation, through Camp- 
bell-Ewald Company, this week 
is running a 1,500-line advertise- 
ment in Washington, New York 
and Detroit dailies, to be followed 
up in papers of more than 50 plant 
cities, scoring a recent ruling by 
the National Labor Relations 
Board ordering a bargaining elec- 
tion among the foremen and other 
supervisory groups of Packard 
Motor Car Company. 

“This company is not a part of 
General Motors, but we are con- 
cerned with the principles in- 
volved,” the statement says. The 
ruling, it explains, was in a case 
involving “a Detroit automobile 
company.” 

The statement is headlined, 
“Should Management Be Union- 
ized?” and subheads in the copy 
include “Bad for Foremen,” “Bad 
for Industry,” “Bad for Labor,” 
and “Bad for America.” It states 
GM’s opinion that foremen cannot 


TAKES OVER—At a recent meeting 
of the CBS Affiliate group in New 
England, Franklin M. Doolittle, WDRC, 
seated, outgoing chairman, turns over 
the reins to E. E. Hill, WTAG. Stand- 
ing are, left to right: William  B. 
Lodge, director of general engineer- 
ing for the net, and Howard Lane, 
CBS director of station relations. 


follow both management and 
union leaderships at the same time; 
that unionization of this kind 
would “reduce the status” of fore- 
men, and that “the great majority 
of General Motors’ principal exec- 
utives at one time were foremen.” 

The accepted American method 
of spreading managerial authority 


BOTH Families are Potential Customers 


THE SMITHS live comfortably in West Philadelphia 
on dad’s $4,800 a year salary. Teen-age Betty is 
finishing Junior High. Ten-year-old Tommy goes 
to grade school. Food, clothing and recreation are 
major items in the hard working family budget. 


THE MURRAYS are a Germantown institution. 


Sixteen-year-old Jimmy wants to be a Navy flier. 
Younger sister Sue is a Sinatra fan. The butcher, 
baker and sundry shopping center stores get the 
biggest slice of father’s $400 monthly pay check. 


THE SMITHS have liberal leanings. They read 
Tue Recorp regularly because it talks their lan- 
guage — reflects and champions their point of view. 
And they rely on Recorp advertisers for shopping 
guidance. So, if you’ve got something to sell, you’re 
“in” with the Smiths when you’re in THE Recorp. 


IT TAKES 1a RECon 
AND ONE Orne 
TO COVER PHILADELPHU 


mo“ x 


THE MURRAYS’ tradition-tinged tastes are mir- 
rored in their choice of a family newspaper. Because 
their outlook differs from the Smiths’, they buy 
one—or both—of Philadelphia’s two conservative 
papers. Otherwise, you couldn’t tell them from one 
of the quarter million Recorp-reading families. 


How people think determines what newspaper they read— 
and whether they see your advertising. That’s why “THE 
REcoRD—and ONE Other” is the only newspaper combina- 
tion that gives complete coverage of America’s 3rd Market. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY - 


REPRESENTED NATIONALLY BY GEORGE A. McDEVITT CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT, CLEVELAND 


HALF MILLION SUNDAY 


Advertising Age, April 16, 19¢ 


among foremen, so that manage 
ment is in close contact with sma 
groups of workmen, is endangere, 
by unionization of foremen, it says 
It asserts that attempts to unionize 
members of management, particu- 
larly in Michigan war plants, have 
been the cause of some recent 
strikes. 

Labor will not benefit by enlist- 
ing foremen in its ranks, says the 
ad, for the reason that, if it occurs, 
there will not be close contact be. 
tween management and workmen, 
thus rendering impossible any har. 
monious relations between labor 
and management, and causing in- 
terference with practical collective 
bargaining. 

The effect on the public of such 
a unionization move, it says, would 
be to make war materials cost 
more, slow up reconversion and 
delay adequate postwar production 
of civilian goods. 

If the National Labor Relations 
Act is so confusing as to permit the 
board to rule as it has, its meaning 
should be cleared up, the state- 
ment says, concluding that it is the 
patriotic duty of foremen, indus- 
try, labor and the public to join in 
opposing unionization of manage- 
ment by every proper and lawful 
means. 


RCA Victor Names Haber 
Assistant Ad Director 


Julius Haber, former director of 
publicity for RCA Victor division 
of RCA, Camden, N. J., has been 
appointed assistant director of the 


Julius Haber Harold D. Desfor 


advertising and sales promotion 
department, headed by Charles B. 
Brown. Mr. Haber joined RCA 
in 1923, seven years later moving 
to Lord & Thomas, New York, to 
organize and direct publicity for 
RCA and Victor and other clients. 
He returned to the consolidated 
RCA Victor organization in 1931. 
Replacing him as publicity di- 
rector is Harold D. Desfor, who 
has been assisting Mr. Haber for 
the past two years. Prior to join- 
ing RCA in 1941, Mr. Desfor han- 
dled special publicity on radio pro- 
grams and was a newspaper and 
magazine feature writer. 


Grove Elects V. P.s 


Harry B. Goldsmith Jr., assist- 
ant to the president in charge of 
sales and advertising of Grove 
Laboratories, St. Louis, and W. H. 
Wagner, manager of advertising, 
new product development and 
packaging, have been elected vice- 
presidents. 


| RETA 
GREENWICH 


CONN. (Pop. 34,000 


LEADS 


Per Capita Buying Income 


126% Greater 


than the U.S. Average 
Greenwich .. $2,493 


U.S. $1,103 


(Source: Sales Management) 
Peace or War. Prosperity or De- 
pression, this enormous Buying 
Power is NORMAL for Greenwich. 
Here is a market that stands the 
“test of time.” 


This “A” Market Deserves 
an “A” Schedule 


Greenwich Time 


AN A. B. C. NEWSPAPER 
Often called “The Best Suburban 
Daily Newspaper in America 

Nationally Represented By: c 
SMALL, BREWER & KENT, INC: 
250 Park Ave., New York. 
Phone WIckersham 2-8383. 
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I believe that The United 
States News is the finest maga— 
zine of its kind in the country 
today and one of the surest means 
f keeping accurately posted on 
“lrrent world events." 


Kingman Moore, Vice Pres. 
CANADA DRY GINGER ALE, INC. 


The eyes of every American always will 
be on Washington. And Washington always 
will have its eye on every phase of the 
economic life of the nation. 


No executive in any line of business can 
operate successfully without being up to 
the minute on governmental action. 


In the entire country there is only one 
magazine — 


THE UniteED STATES News 


whose sole theme is to report and fore- 
cast the news of national affairs — all of 
which originates in Washington — GHQ 
on. « ¢ 6 6 & = eee 4 ee 8 


Located in Washington and housed in five buildings, the 800 em- 
ployees of The United States News and its affiliated units form 
the largest organization in the United States devoted 100% to re- 


porting, spot-analyzing and forecasting the news of national affairs. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 


corporate and family buying 
. 
Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


Read by L000 000 men & women on Quality Street 
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Free Enterprise 
Means Competition 
ls Berge Warning 


Decries Attemps to 
Have Government Fix 
Rules and Prices 


Washington, April 11.—Plans 
which small tobacco dealers have 
spawned for a federal law prohib- 
iting sales below cost are destined 
to run into strong opposition from 
the Department of Justice, it 
seemed certain tonight, following a 
blistering attack on government 
or private postwar business con- 
trols by Wendell Berge, chief of 
the Justice anti-trust division. 

Ever cool to the “fair trade prac- 
tice laws” which permit price fix- 
ing by manufacturers of brand 
mame goods, the Department of 
Justice could be expected to boil 
over at any proposal flatly pro- 
hibiting dealers from selling at any 
price they please. 

Under the Miller-Tydings 
amendment to the anti-trust laws, 
as finally passed, manufacturers 
can arrange selling prices for their 
brand name goods in states where 
the practice is sanctioned by state 
laws. Since tobacco manufactur- 
ers have not made any such ar- 
rangements in the 45 states where 
they are legal, independent to- 
bacco distributors are afraid that 
chains will under-sell them when 
tobacco products are once more 
plentiful. 


‘Incompatible with Freedom’ 


The manufacturers being un- 
willing to operate under the fair 
trade practice laws, the distribu- 
ters would like to have the fed- 
eral government step in and by act 
of Congress, without resort to state 
law, make it an unfair trade prac- 
tice to sell below cost. 

Mr. Berge put himself flatly on 
record in opposition to that type of 
legislation in a speech before the 
Brown University Club in Boston 
Monday night. The guardian of 
the anti-trust laws warned that 
government control of production, 
distribution and price in a peace- 
time economy is incompatible with 
economic and political freedom. 

“We must realize that certain 
pressures are already at work to 
steer our economy toward central- 
ized direction and control at the 
sacrifice of most of the freedom of 
choice in matters pertaining to 
business,” Mr. Berge said. 

“These pressures do not operate 
in frank advocacy of any new sys- 
tem. Indeed, they operate often 
under the very guise of preserving 
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CREATIVE. 
WEALTH 


%| Far-Seeing Management 


* This country’s unique po- 
sition has been achieved 
through Creative Wealth, the 
single group containing the 
leaders in research and de- 
velopment of great industries. 
The legitimate theatre knows 
these people well. Their in- 
terest in the theatre includes 
The Playbill, the magazine of 
the theatre. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 


_ ee i 


KK 2K KK 2K 2K 2K KK 


the American system of free enter- 
prise.” 


Business Makes Suggestions 


They start with the proposition 
that competition is “chaotic and 


disorderly,” and that we need 
some “stabilizing influences” to 
give “order” to the market, he 


pointed out. “Thus, it is suggested 
that there must be some over-all 
determination as to the amount of 
particular commodities which the 
market can absorb at prices which 
will permit a fair profit.” 

To make these determinations, 
he said, it is suggested that indus- 
try be regulated either through 
private agreements or government 
directions restricting production, 
allocating business among existing 
companies, or price agreements. 

“The interesting thing about so 
many of these suggestions is that 
they do not come merely from 
theorists and starry-eyed reform- 


ers, but rather from business men 
themselves,” Mr. Berge said. 

“The monopolist wants an or- 
dered and secured market. He 
wants to know with certainty the 
amount of goods he can sell, and 
where he can sell it and the price. 
He wants to know that he will be 
protected against the competition 
of new processes and new enter- 
prises. In other words, he wants 
to be protected against risk. 


Make a Poor Choice 


“If he can get this protection 
through private agreements, 
through trade associations or com- 
mittees of business men exercising 
quasi-governmental powers, well 
and good. And if he can get gov- 
ernment itself to rationalize and 
guarantee his position he feels that 
he is additionally secured. Many 
monopolists would prefer the pro- 
tections of government to the 
perils of competition. They would 


prefer to take their chances on the 
outcome of conferences with gov- 
ernment officials and hearings 
before boards and commissions to 
what they might get in the rough 
and tumble of the free market 
place.” 

Mr. Berge said a war economy 
cannot be compared with the 
peacetime economy, because the 
wartime problem is merely a mat- 
ter of establishing an order of 
priority so that the demands of 
the war can be met. There may 
be difficult technical problems to 
solve, but the answer is always 
dictated by what is needed for 
war. 

“In peace the criterion becomes 
more complicated,” he pointed out. 
“Shall certain new inventions be 
developed or not? Shall condi- 
tions be created which are favor- 
able to the growth of new indus- 
tries, or shall we preserve and 
protect the old ones against com- 
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petition? Shall civilians be given 
the benefit of new products or 
shall such products be withheld 
from the market? Shall a price 
structure be created which shal] 
favor one group of industry over 
another or one geographic section 
over another? Shall certain types 
of manufactured goods be made 
in the East or the West, or shal] 
they be imported? 


Tremendous Bureaucracy Involveg 


“Decisions of this type, involy- 
ing the type of life we are to have 
in this country, must be left to the 
people themselves.” ; 

Peacetime government contro] 
would create a bureaucracy be- 
yond compare with any civilian 
government agency we have ever 
known or envisaged, Mr. Berge 
warned. 

“It is idle to assume that the 
objectives of effective regulation 
would be satisfactorily accom- 
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“Strip The Iron 


but the advertisements,” says Mr. ‘'S,”” 
“and it would still be the most im- 
portant publication | could lay my 
hands on. Talk about information... 
I'd be lost without those ads.” 
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plished by mere conferences be- 
tween representatives of govern- 
ment and business, by simple 
submission of basic contracts or 
reports on business operations,” he 
said. ‘The submission of informa- 
tion to government agencies might 
be the beginning of the regulatory 
process, but it would be only the 
beginning. Constant inspection of 
business files and records would 
be required through an elaborate 
governmental vvisitorial system. 
This economic regimentation 
would be only one step from po- 
litical dictatorship. We do not 
want either.” 


To Lennen & Mitchell 


Alice Houseman, formerly a 
copywriter with Compton Adver- 
tising, New York, has joined Len- 
nen & Mitchell, New York, in a 
similar capacity. 


Pinaud Plugs New Scent 

Pinaud, Inc., Paris, London and 
New York, will promote the new 
perfume Lilianelle with a new 
half-hour program, “Musical Bou- 
quet,” starting April 22 on WJZ, 
New York, and expanding April 
29 to five additional Blue Network 
stations—WENR, Chicago; KECA, 
Los Angeles; KGO, San Fran- 
cisco; KJR, Seattle, and KEX, 
Portland, Ore. Show will be 
heard Sunday, 4-4:30 p.m., EWT, 
for 26 weeks, starring Paul Fre- 
net, Lois Marlowe, and Earl Shel- 
don’s orchestra. Agency is Dor- 
land International-Pettingell & 
Fenton, New York. 


Roche Named V.P. 


George Roche, art director of 
Raymond Spector Company, New 
York, has been named vice-presi- 
dent of the agency. 


. 


r . o 

Gen’'l Printing Expands 

General Printing Ink Corpora- 
tion, New York, has formed a Pa- 
cific Coast division at San Fran- 
cisco through the coordination of 
its three divisions, Fuchs & Lang 
Mfg. Company, Geo. H. Morrill 
Company, and Sigmund Ullman 
Company. William J. Egan, with 
Morrill and General Printing Ink 
for more than 30 years, will be 
general manager. Manufacturing, 
research, and technical facilities 
will be concentrated in San Fran- 
cisco and at a new Los Angeles 
plant and service station at 2458 
Hunter St 


Jacobson Appointed 


Lou Jacobson, author and illus- 
trator of children’s books, has 
joined the Greenfield Lippman 
Advertising Agency, Buffalo, as art 
director and account executive. 


"NY Post’ May 
Purchase ‘Bronx 


Home News’ 


New York, April 10—Ted O. 
Thackrey, general manager of the 
New York Post, revealed early 
this week that his wife, Mrs. 
Dorothy S. Thackrey, owner and 
publisher, is working out details 
of purchase with stockholders of 
the Bronx Home News which in 
recent years has spread its circu- 
lation into upper Manhattan. 
Charles S. Horgan, treasurer of 
the Home News, confirmed the 
report, but declined to comment. 

“Contracts are in the process of 
being drawn up,” Mr. Thackrey 
said. “If they are successfully 
completed, the Home News will 
continue to be operated with the 


TAKE a good look at Richards ‘‘S.’’ He’s a man 
worth knowing — especially if you have a product 
or service to sell his metalworking plant. Mr. ‘S” 


is a purchasing agent. . 


. over his signature go 


orders amounting to about $5,000,000 a year. If 
ever a man needed to keep on the “‘inside track’”’ of 
the metalworking industry, Mr. “S’” is that man. 


Ask him the inside dope on new legislation from 


Washington . . 


developments in the industry .. . 


. get his ideas on new technical 


ask him what 


are the best products to do such and such a job. 


He’s got the information . . 


. right at his fingertips. 


Mr. “S”’ is an Iron Age reader. 11,000 other purchas- 


ing executives line themselves up in the same cate- 


gory. In all, 100,000 key metalworking men depend 


on The Iron Age. And more than a thousand manu- 


facturers use the pages of The Iron Age for one 


reason only — to get their story across to key men 


like Mr. ‘‘S.”’ 


* 


* * 


The case of Mr. ‘‘S”’ presented here in 
fiction form is based on the established 
facts of Iron Age readership by 11,000 
purchasing agents in the metalworking in- 
dustry. Any similarity to any actual person, 
living or dead, is purely coincidental. 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


R. M. GIBBS 
428 Park Building 
Pittsburgh 22 
Atlantic 1832 


100 East 42nd 


Who Reads The Iron Age? 


Here is a breakdown . . 


persons. 


Administrative Executives Presidents, Vice- 
Presidents, Treasurers, Comptrollers, 


General Managers, Owners 
Engineering Executives Chief 


echanical and Maintenance Engi- 
neers, Design and Research Engineers, 
Metallurgical Engineers, Tool Engi- 
neers, Master Mechanics, Supervisors 


Production Executives Works Managers, 
Superintendents, Production Managers, 
General Foremen, Standards, Methods, 


Inspection 
Purchasing Executives 
Sales Executives... . . 


Key Men (Titles omitted 
above groups) é 


Total Readers 


REPRESENTATIVES 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


IRON AGE % 


New York 17, N.Y. 


Street 


7310 Woodward Ave. 


56th and Chestnut Sts. 


A Chilton Q Publication 


PEIRCE LEWIS 


Detroit 2 
Trinity 1-3120 


B. L. HERMAN 
Chilton Building 


Philadelphia 39 
Sherwood 1424 


. ascertained (1) by reader 
routing slips which contain reader names and titles 
furnished by company subscribers, and (2) by 
writing letters periodically asking who reads The 
Iron Age. Average readership per copy is 5.5 


but belong in 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 


D. C. WARREN 
P. O. Box 81 
Hartford 1 
Hartford 3-1641 


21,000 
Engineers, 


25,000 


27,000 
11,000 
7,000 


9,000 
100,000 


11 


present executive personnel and 
on the present operating schedule 
and will be operated independ- 
ently of the Post.” 

The Home News, as it has been 
called recently, printed its first 
edition in 1907 under James O. 
Flaherty, who died six years 
ago. It was first a four-page 
Sunday paper, in a few years ap- 
peared twice a week, then three 
times weekly, with special edi- 
tions for Harlem, Yorkville and 
Washington Heights. In 1922 it 
— publication daily and Sun- 
ay. 


Joins Richards Agency 

Samuel F. Joor Jr., has resigned 
as advertising manager of the First 
Trust & Deposit Company, Syra- 
cuse, to join the Wilbur O. Rich- 
ards Advertising Agency of Syra- 
cuse. 


Sentinel to Garrison 


Sentinel Radio Corporation, 
Evanston, IIl., has appointed W. W. 
Garrison & Co., Chicago agency, to 
direct advertising. Copy in maga- 
zines, newspapers, farm and busi- 
ness publications will stress Sen- 
tinel postwar radio receivers, 


Now ‘Flying Age’ 

Flying Aces, New York, pub- 
lished by Magazine Publishers, 
Inc., has changed its name to 
Flying Age, effective with the May 
issue. 


Cohen to D-F-S 


Harry B. Cohen, account execu- 
tive for the past 15 years with 
H. W. Kastor & Sons Advertising 
Company, Chicago, has joined the 
New York office of Dancer-Fitz- 
gerald-Sample. Mr. Cohen served 
in an executive capacity at Kastor 
on such drug accounts as Grove 
Laboratories, Stan-B vitamins and 
Lewis Howe Medicine Company. 
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For a Competitive Economy 


In his talk at the Brown Univer- 
sity Club dinner in Boston last 
week reported in this issue of 
ADVERTISING AGE, Wendell Berge, 
chief of the anti-trust division of 
the Department of Justice, reiter- 
ated the policy of the department 
of enforcing the anti-trust laws 
and expressed his wonderment 
that business favors so many pro- 
posals for government action 
which would establish restrictions 
on competition and confirm prac- 
tices which result in higher dis- 
tribution costs. 

We share with Mr. Berge the 
belief that in a dynamic economy 
such as ours, competition must be 
assured and monopoly practices 
discouraged by the severe appli- 
cation of the Sherman Act and 
other statutes aimed against collu- 
sive trade practices. We also be- 
lieve that while it is a tempting 
idea to ask government to hold 
an umbrella over business through 
the approval of measures which 
seem beneficial to trade and in- 
dustry in the stabilization of prices 
and the assurance of profits to 
all who participate in distribution, 
such a situation is inconsistent 
with the theory and practice of 


free enterprise and free and un- 
trammeled competition. 

Advertising is a weapon of com- 
petition, because it permits every 
enterpriser to have free access to 
markets and to promote the vir- 
tues of his products and services 
on even terms with the most 
strongly entrenched competitor. 
Any government or trade policy 
which seems to protect the status 
quo and to make it difficult for 
new competitive factors to be 
effective is, in our opinion, a dis- 
service to the public and there- 
fore and inevitably in the long run 
a disservice to business, to market- 
ing and advertising. 

The establishment of rigid 
price structures sponsored by lead- 
ing producers, the development of 
widespread practices of reciprocal 
buying and the trend toward in- 
creased size and importance of 
large operators in all fields must 
be regarded as challenges to the 
successful maintenance of the 
American system of enterprise and 
equal opportunity for all. 

Practices which are not in the 
public interest cannot be defended 
as beneficial to business on any 
long-term basis. 


Reconversion Time Table 


Time and timing are the vital 
factors in the reconversion pro- 
gram. With the Allied armies 
pounding at the gates of Berlin 
and the European war on its last 
legs, we can now realize the men- 
ace to our transition and postwar 
future represented by the policy 
of panic which followed the Ger- 
man thrust into Belgium last De- 
cember. The complete shelving 
of reconversion at that time, based 
on the errors of military and gov- 
ernmental leaders in appraising 
war prospects, has created prob- 
lems of enormous difficulty. 

Reconversion programs will take 
a great deal of time to plan and 
execute, and the policy of the past 
few months has been completely 
to discourage planning of that sort. 
Yet the certainty of an early and 
sharp decline in war production, 
which will undoubtedly be tapered 
off as gradually as possible to 
provide opportunity for successful 
reconversion, emphasizes the cru- 
cial importance of the timing re- 
quired to enable industry promptly 
to absorb the manpower which will 
be released as war needs decline. 

It is now evident that the War 


Production Board and the govern- 
ment in general have awakened 
again to the threat of serious un- 
employment, which may be the 
penalty for failure to have recon- 
version programs well developed 
ahead of V-E Day. The needs of 
the civilian population are so great 
and the opportunity for the profit- 
able employment in civilian pro- 
duction of all workers, materials 
and production facilities released 
by the change in the military situ- 
ation is so obvious that in theory 
there should be no difficulty in 
making the reconversion program 
work. The catch is that there is 
inadequate time to plan and thus 
far no evidence that the transition 
can be perfectly timed. 

Individual companies which 
have depended upon government 
directives in the establishment of 
reconversion policies now have the 
assignment of completing their 
own plans without delay and elim- 
inating as far as possible the lag 
between victory in Europe and 
resumption of production for civi- 
lian use, within the limits deter- 
mined by the requirements of the 
Japanese war. 


WALT €a Com 


—Commerce 


“Are you the party who advertised in today's paper for a smart dog?" 


Weighty Morale Builder 


Neatest morale trick of the week 
undoubtedly is that developed by 
Jack Staehle, director of industrial 
relations of Aldens Chicago Mail 
Order Company. Mr. Staehle has 
had a free scale put in near the 
company’s lunchroom, a morale 
factor of some importance on its 
own. But that’s only the begin- 
ning of it. The scale is one of 
those delightful contraptions that 
prints your weight on a cardboard 
slip it disgorges. Usually these 
slips do a bit of fortune telling or 
horoscope reading. And so at 
Aldens. 

When employes look at their 
latest weight records, they find 
such messages as these printed on 
the back: 

“Your thoughts are with some- 
one in service. So are Aldens! 
Each week “The Aldenite” and a 
special letter is sent to every em- 
ploye in service.” 

“You think your job could be 
done an easier way! Make your 
suggestion on a suggestion blank. 
If it’s accepted you'll get an 
award!” 

“You think a lot of how to get 
ahead! Aldens thinks about you 
too and wants to promote you. 
When you see promotional bul- 
letins, answer them!”’ 

“You like holidays because they 
mean a day that’s different from 
your ordinary routine. If it’s New 
Year’s Day, Memorial Day, Fourth 
of July, Labor Day, Thanksgiving 
or Christmas, it also means you 
will be paid for it at Aldens.” 


History in Action 

Last fall when all of us thought 
V-E Day would be tomorrow, one 
of the St. Louis radio stations 
made a great and successful to-do 
by arranging to notify local ad- 
men and prominent citizens of the 
occurrence of the great day as 
soon as the flash came in over its 
news wires. It asked 400 or 500 
local bigwigs for day and night 
phones, and promised to give them 
the news immediately, no matter 
what time of day or night the 
flash came in. 

Ever since then your Ad-libber 
has been using this typical ex- 
ample of radio’s promotion-wise 
operations to point out that news- 
papers obviously will get the news 
at least as quickly as radio sta- 
tions, but that none, so far as we 
know, has thought it worth while 
to promote its major product to 
its advertisers in so impressive a 
way. 

Now the Los Angeles Times has 
come along with a little stunt 
pretty much along the same line, 


which is a natural for newspapers. 


It has produced a pocket-size port- 
folio containing readable repro- 
ductions of 18 of the Times’ front 
pages, “tracing the course of the 
war from Hitler’s victories, to the 
turning of the tide in Africa and 
Russia, to the final march on 
Berlin and from Pearl Harbor 
through the hard-won miles to 
Tokyo.” And it will print more 
of these front pages, “until the 
collection is complete.” 

“America’s newspapers have 
written the history of World War 
II with a starkness and reality 
that no historian will ever match,” 
says the Times. “As a reminder 
of how America’s free press has 
fulfilled its responsibility of keep- 
ing the nation informed, we are 
sending you this pocket-size port- 
folio of the significant headlines 
of the war. It’s a different kind 
of history book that you might like 
to have—and perhaps save.” 


Black & White 


Those two dogs on the label of 
every bottle of Black & White 
Scotch whisky are not a pair of 
“Scotties” as commonly supposed. 
The black one is a “Scottie” all 
right, but there is no such breed 
as a white “Scottie.” It is a 
“Westie,” short for West Highland 
white terrier, whereas the black 
one is an Aberdeen terrier. 

Use of the two dogs from differ- 
ent areas in Scotland symbolizes 
the geographical origins of the 
straight whiskies comprising the 
blended Black & White Scotch, ac- 
cording to W. H. McEwen Jr., ad- 
vertising manager, Fleischmann 
Distilling Corporation. 


Jottings 

That beautiful pink cover on 
the Police Gazette is being dis- 
carded in May, in favor of a four- 
color cover. This is all happen- 
ing during the centenary of the 
magazine, and may be one of the 
penalties of growing old and los- 
ing that first pink blush of 
youth. .. 

Fairchild Publications has sent 
to each of 96 former employes now 
in the armed services a $25 money 
order “with which to celebrate 
victory in Europe wherever you 
may be.” Accompanying the gift 
is a note expressing the wish that 
the gift can be spent soon... 

You can get a case of Scotch, 
or its equivalent, for a parody on 
the current business paper cam- 
paign sponsored by the Hillman 
Women’s Group. Apparently the 
advertising fraternity has been 
ribbing the poems which appear 
in each advertisement. Deadline 
for entries is Friday, April 20. 
Contributions must be made di- 
rectly to the company... 


; 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2496. Postwar Travel Survey, 


The Instructor has issued this 
report on a survey of teachers’ 
postwar travel expectations and 
hopes—“‘when opportunity per- 
mits.” Questionnaires were 
mailed to a list of teachers pro- 
rated geographically following the 
ABC breakdown of _ Instructor 
circulation, and the analysis of 
answers shows percentages who 
“expect” and “hope” to visit vari- 
ous U. S. sections and foreign 
countries after the war. 


No. 2497. Survey on Store Mod- 
ernization and Survey on 
Radios. 


Home Furnishings Merchandis- 
ing, trade magazine published by 
Haire Publishing Company, has 
issued these surveys, the first of 
which indicates to what extent 
large department stores and fur- 
niture stores plan to modernize 
their establishments. The survey 
on radio sales and distribution 
gives an estimate of postwar sales, 
by states, in furniture and depart- 
ment stores, and analyzes the ex- 
tent to which these stores will 
merchandise radios after the war, 
and price ranges in which they 
will be interested. 


No. 2498. The Medical Market. 


Modern Medicine has _ issued 
this report showing the poten- 
tials of the four billion dollar 
medical market and a breakdown 
indicating how the dollar volume 
is distributed. 


No. 2486. The Rock Island-Moline 
Grocery Story. 


The Rock Island Argus and Mo- 
line Dispatch have issued this 
folder, which, in a table of 16 
metropolitan districts in TIllinois, 
Iowa, Missouri and Nebraska, 
shows the Tri-Cities (Rock Island 
and Moline, Ill., and Davenport, 
Ia.) sixth in food sales, 52.7% of 
which are credited to the Rock 
Island-Moline zone. Figures are 
given for principal shopping days 
for grocery products, and an ad- 
vertising volume record for local 
grocers is included. 


No. 2469. Vitamin Questionnaire. 


Hospital Management, in this 
booklet, reports on the answers to 
a questionnaire which was sent to 
520 hospitals of 200 beds or over, 
and was distributed geographically 
to represent all sections of the 
country. The report shows that 
81.7% of the physicians practicing 
in these hospitals prescribe vita- 
min products, and it lists types 
most frequently used, and answers 
questions on pharmacy stocks, 
sources of supply, method of ad- 
ministration, etc. 


No. 2491. Cosmetic Usage and 
Brand Preference. 

Hillman Women’s Group has is- 
sued this report of a survey of the 
use and brand preference of t0l- 
letry items by readers of Real Ro- 
mances, Movieland and Real 
Story. A specimen of the ques 
tionnaire is included, and the re 
port contains detailed tabulations 
of the findings. 


No. 2427. These Are the People of 
Lincoln Land. 

Prairie Farmer - WLS tells the 
story of a productive area in the 
Midwest — Illinois, Indiana | 
parts of Wisconsin and Michiga® 
—in this illustrated booklet. 
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‘Carry My 
Own Clubs? - 


[ll Stay Here First!’ 


— AND HE DID 


BUT IT. WASN’T - SOUND PLANNING 


When caddies disappeared from Roaring Brook Club, G. Harold 
Plunkett revolted. Since then, carrying three or four clubs, he has 
only played the holes that hug the club house. 


He plays Nos. 1, 9, 10 and 18 like a champion. Hasn't been out to 
No. 5 or No. 14 in months. 


So—when the annual Graded Championship Tournament came 
around, G. Harold was lost. He had even forgotten those blackberry 
thickets under the hill by the creek. 


When you, dear advertiser, play the Dallas Market course, play 
it all! The farther fairways are just as green as those closer in. 
And they are a vital part of the game. 


Cover the whole course—and don’t pull your shots! This is a eee 
market worth everything you can give it—for both today and ts 
tomorrow. , { 


Get it all! You can—easily—by reaching the huge, thoroughly 
representative reader-family of ‘The Dallas News. 


SELL THE READERS OF THE NEWS, AND YOU HAVE SOLD THE DALLAS MARKET 


“win een” Ohe Hallas Morning News orice 
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sales volume of 3,692,352 barrels, 
while three others—Joseph Schlitz 
Brewing Company, Milwaukee, P. 
Ballantine & Sons, Newark, and 
Pabst Brewing Company, Milwau- 
kee—moved near or beyond the 
3,000,000-barrel mark. 

With the addition of Duquesne 
Brewing Company, Pittsburgh, the 
1,000,000-and-more barrel group 
in 1944 was increased to 10. 

From 15 to 20% of beer sales— 
particularly of larger brewers— 
currently is going to the armed 
forces. Whereas Anheuser-Busch, 
for example, sold less civilian 
beer in 1944 than in 1943—3,085,- 


power, materials and transporta- 
tion, ADVERTISING AGE learns from 
a survey, few individual brewers 
were able to expand their sales 
faster than the national increase 
of about 15% in 1944. An ex- 
ception was Ballantine, which ac- 
quired Christian Feigenspan 
Brewing Company in November, 
1943, and thus was able to lift its 
volume from about 2,200,000 in 
1943 to 3,000,000 in 1944. 
Although definite figures were 
not divulged, Schlitz is reported to 
have stayed in second place, about 
500,000 barrels behind Anheuser- 
Busch, and Ballantine to have re- 


YOU MAY BE ABLE TO SWIM 
292 MILES, NONSTOP’ 
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es 2 269 as against 3,087,040 barrels—), placed Pabst in third. The Pabst|Acme increased from 1,008,390 in|General Brewing Corporation, San Pa., ar 
ed Busch Ballantine its military sales rose to 607,083|volume in 1943 was reported as/1943 to 1,309,853 in 1944, and/Francisco; Goebel Brewing Com- Detroi! 
Hie; ’ from 481,991 in this period. In| 2,600,000. Liebmann from 1,159,000 in 1943| pany, Detroit; Theo. Hamm Brew- Sale: 
, 1943, this company’s total volume Others among the top 10 in 1944] to 1,275,000. Duquesne passed the|ing Company, St. Paul; Hudepohl State 

po was 3,569,031 barrels. were Jacob Ruppert, Brewer, New |1,000,000-mark for the first time,| Brewing Company, Cincinnati; G. 1944 
( it7 an a sf haefer Is Fifth York; Falstaff Brewing Company,|with a sales volume of 1,090,000|Krueger Brewing Company, New- double 
Schaefer St. Louis; Acme Brewing Com-|barrels. ark; Los Angeles Brewing Com- Los A 
F. & M. Schaefer Brewing Com-|pany, San Francisco; Liebmann Although the sales ranking of|pany; Miller Brewing Company, which 
. pany, which ranked fifth last year,| Breweries, Inc., Brooklyn, and|the 26 leading United States brew-| Milwaukee; Pfeiffer Brewing Generé 
4 @d in eer ace with sales of about 2,000,000 bar- | Duquesne of Pittsburgh. ers has not been revealed, United Company, Detroit; Pittsburgh third. 
rels, devoted about 20% of this Ruppert, reported to have sold|States Brewers Foundation, Inc.,|Brewing Company; Red Top Advi 
New York, April 12.—With|to the armed forces. In newspaper | 1,600,000 barrels in 1943, is said|New York, suggested that others|Brewing Company, Cincinnati; C. brewel 
total beer production in the United | advertising, Pabst claims that|at least to have maintained that|which should be checked for sales Schmidt & Sons, Inc., Phila- change 

States reaching 85,483,043 barrels|more of its beer “has gone over-|volume in 1944. Falstaff prob-|include Blatz Brewing Com-j|delphia; Jacob Schmidt Brewing Busch 

for the first time in 1944, An-|seas than any other American|ably expanded somewhat last year|pany, Milwaukee; Brewing Cor-|Company, St. Louis; Stegmaier be ab 

heuser-Busch, Inc., St. Louis, con- | beer.” its 1,226,000-barrel volume of 1943.| poration of America, Cleveland;|Brewing Company, Wilkes-Barre, reveal 
tinued to hold first place, with a Because of restrictions on man- 
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BUT_yvou can’t FLOAT 
S INTO WESTERN MICHIGAN 
FROM THE “OUTSIDE”! 


So you're using a 50,000-watt station within 250 
» miles or so of Western Michigan—and you figure 
you're getting “coverage”! 


But listen: People in this section aren’t hearing 


your broadcasts regularly—they can’t because of a 
bead queer local condition of fading. To reach them you 

must broadcast from within-the-wall of the fading 
7 area. Chicago and Detroit are outside. Use of 
4g nearby stations is the only answer. 


In Kalamazoo, Battle Creek and Greater Western 
Michigan, that station is WKZO, serving eighteen 
counties with a daytime population of 630,762 peo- 
ple. In Grand Rapids and Kent County, it’s WJEF, 
serving a quarter-million people with the most 
é favorable frequency in the market (1230 KC). Both 
. WKZO and WJEF are CBS. Both are programmed 


~ ght ne? 


; for their specific areas. Both are owned by the 
z Fetzer Broadcasting Co., and are sold in com- 
, bination at a bargain rate per thousand radio homes. 
E Together they offer complete coverage of Western 
f Michigan. 


Let us send you the whole story 


— or just ask 
Free & Peters! 


*John V. Sigmund swam nonstop down the Mississippi River, 
miles, in 89 hrs. 48 mins., 1940. 
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s 
s-FOR GRAND RAPID 
- AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 


Free & Peters, Inc., Exclusive National Representatives 
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45 15 
san Pa., and Stroh Brewing Company, | is _maintaining its budget — its} On Liebmann’s media schedules|rather than to extension of ac-)|tion of proper colors ror broad- 
m- Detroit. ‘ _ |Principal media being magazines,|are newspapers, outdoor, spot | tivities.” casting, according to Mr. Hutchin- 
w- Sales reports of the California newspapers, Outdoor posters and|radio, point-of-purchase, maga- rs son. Reds, greens, blues and yel- 
ohl State Board of Equalization for | point-of-sale, with no radio. Pabst/zines, transportation advertising, Video Producers lows look one way to the naked 
G. 1944 gave Acme more than|uses a large portion of its adver-}business papers and foreign lan- > eye in the studio and another way 
W- double the volume of Rainier or/tising budget for radio, sponsor-|guage newspapers. Devise Color Chart over the iconoscope. By viewing 
m- Los Angeles Brewing companies,|ing “The Danny Kaye Show” on| Acme _ continues advertising A television color chart to cir-| this chart on the monitor screen a 
ny, which were nearly tied for second. | CBS. . efforts on a_ $1,000,000-a-year cumvent the reaction of the enn director is able to see which col- 
ng General Brewing Corporation was Schaefer points out that “we are/|basis. This is quite evenly di- scope camera to colors, ha inne ors will give a contrasting or 
rgh third. v continuing to maintain our ad-|vided among newspapers, radio, developed by RKO Televisior Cc - blending effect on the home tele- 
Top Advertising plans _of leading | vertising in all media,” with pos-|outdoor, transportation advertis- poration it was anno nent _~ vision receiver. 

C. brewers probably will be little|sibly a slight increase later in|ing and point-of-purchase. Thomas H Pi TE nat aeadene mT 

la- changed this year. Anheuser-/1945. Media include newspapers,| Pittsburgh Brewing Company|tion director of RKO television.| Heads Parke, Davis 

Ing Busch reports that its budget will|radio, outdoor, transportation|points out that its advertising| ‘The chart overcomes one of the J. H. Stephenson has been ap- 
‘ier be about the same, but does not|cards, magazines and _ point-of-|budget will be larger this year, | chief problems in the production pointed Canadian manager of 
‘Te, reveal media plans. Schlitz also! purchase. “due largely to increased costs|of television programs—the selec-| Parke, Davis & Co., Walkerville, 


Ont., succeeding J. F. Smith, re- 
tired. Mr. Stephenson has been 
with Parke, Davis for 34 years, 
recently as branch house manager 
at Chicago. 


Kelly Joins Agency 

J. N. Kelly, national publicity 
director of the Canadian Red 
Cross since 1941, has resigned to 
join the Toronto office of Cock- 
field, Brown & Co. 


Brown Promoted 

Clifford S. Brown, art director 
of Wolfe-Jickling-Dow & Conkey, 
Inc., Detroit agency, has been 
elected a vice-president. 


Asx the fellow who’s in Germany or the 
Philippines. Ask the girl who’s waiting 
! for him to come back home. They know 
home is the only place in the world worth 
fighting for, dreaming for, planning for, 


saving for. 


insulate the attic, choose the carpet, pick 
the refrigerator, plant the roses, make 
heavenly apple pie and beef stew—helps 
with everything that busy Americans do 


in their homes. 


That’s Better Homes & Gardens. And be- 
cause Better Homes & Gardens squares 
so completely with the interests of the 
homes with the big buying power, there’s - -. 
no place like it to sell everything that Pe ed 


goes into homes. Another of the nation's lead- 
ers using the BLUE NETWORK 


Among America’s shrewdest time 
buyers... smart and daring in pro- 
gram choice, Miles Laboratories 
lends its magic touch to the BLUE 
with two of the country’s long-lived, 
high-rating shows... Lum ‘n Abner 
... the Quiz Kids. 


... 4nd like the Blue Nationally 
PACIFIC BLUE IS BETTER BALANCED 


Tomorrow (or will it be this after- 
noon?) will be the era of PRECI- 
SION MARKETING. Competition 
will be murderous; it must be met 
efficiently, and at low cost. It’s time 
to prepare seriously for precision 
marketing. One excellent way is to 
use the Pacific Blue—che Better 
Balanced Network in the best-con- 
trolled test region in the U. S. 
Pacific Blue is Better Balanced in 
Daytime population, cost and open 
time. And Pacific Blue has the best 
time clearance record of all Pacific 
Coast Networks, based on reports 
from impartial sources. Ask to see 
the Precision Marketing presenta- 
tion. Call us in... 


New York +« Chicago + Hollywood 
San Francisco * Detroit + Pittsburgh 


And when he comes back and they can 
work together on the home that’s been 
put off so long, there’s a magazine ready 
to go with them every step of the way. 
It gets down to earth and helps build the 


new bathroom, paper the living room, 


PACIFIC BLUE 


PNETWORK 


AMERICAN BROADCASTING COMPANY INC. 
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Nash-Kelvinator 
Names 3 to Head 
New Sales Zones 


Detroit, April 10.—Although 
still in war work, Nash-Kelvina- 
tor Corporation has named three 
staff members to handle huge 
regional areas for Kelvinator in 
its national postwar sales activi- 
ties, Charles T. Lawson, vice- 
president in charge of Kelvinator 
division sales, said today. 

The company has sliced the 
country into three great territories 
—East, West and Pacific—and as- 
signed each respectively to S. R. 
Sellers, H. C. Patterson and C. J. 
Bachman. Their operations will 
be under the immediate supervi- 
sion of T. A. Farrell, assistant 
general sales manager. 


| “We intend to continue into the 
|/postwar period the streamlining 
|/program successfully undertaken 
'by Kelvinator in 1940, when the 
|distribution operation was tight- 
‘ened up all along the line,” Mr. 
|Lawson said. He recalled that at 
that time Kelvinator sharply re- 
duced prices, trimmed its model 
line, concentrated its output in 
the hands of selected retailers and 
more than tripled its sales. 

Mr. Sellers, the new eastern 
manager, was range sales man- 
ager of Kelvinator before draw- 
ing a full-time war assignment as 
assistant to the vice-president in 
charge of Detroit plant opera- 
tions. The new western manager, 
Mr. Patterson, was _ Cincinnati 
zone manager before the war, be- 
coming assistant to the president 
and assuming charge of the com- 


cific Coast manager, the post he 
was appointed to just prior to 
the war. 


Can Group Retains 
$1,500,000 Budget 


New York, April 12.—The Can 
Manufacturers’ Institute, which 
trebled its advertising budget 
from $500,000 to $1,500,000 for 
the current fiscal year, will con- 
tinue on the $1,500,000 basis in 
the next year, starting July 1, said 
Gordon E. Cole, advertising direc- 
tor. 

The institute plans to continue 
in magazines, Sunday newspaper 
supplements, trade and profes 
sional publications. A recent part 
of the program, also being main- 


terial for teachers, home econo- 
mists and adult study groups. 
Benton & Bowles is the agency. 


Eastern Nets $1,499,337 

A net profit of $1,499,337 for 
1944 compared with $1,426,859 in 
1943, was reported for Eastern 
Air Lines, New York, by Capt. E. 
V. Rickenbacker, president. Oper- 
ating an average of 22.8% more 
planes a day in 1944 than in the 
previous year, Eastern carried 
30.3% more revenue passengers 
and flew 30.4% more revenue 
miles, 


Nehi Advances Stanley 


T. H. Stanley, general sales man- 
ager of Nehi Corporation, Colum- 
bus, Ga., manufacturer of Royal 


Now...deep in the heart 
of TEXAS 


pany’s Washington, D. C., office. | tained, is the preparation, through|Crown Cola, has been appointed 
Mr. Bachman continues as Pa-' Byron G. Moon Company, of ma-! vice-president. 
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, & we've gone deep into the heart of Texas —as you 


can readily see. And not 


just a touch of Texas, but we 


reach all the key areas in America’s largest state—so you 


can blanket practically all the territory of Texas. 


Complete coverage with complete domination. 503 


towns. 889 theatres. Both downtown and residential sec- 


tions in every principal city and town in Texas. 


Just try to beat that for corralling a major market! 


mE 11-20 
© 21-30 


A 31 and over 


No wonder the majority of national advertisers use our 


service — headquarters for one minute films— to reach the 


people who are customers for their products! 


You,| too, can employ these important minute films to 


hit a new high in your sales records for the state of Texas. 


But, for quick acceptance—you must reserve space 


quickly. 


If it’s Texas you’re after—act at once! 


MOTION PICTURE ADVERTISING SERVICE COMPANY, INC. 


Eastern National Sales Office 


* 


70 East 45th Street, New York 17, N. Y. 


Home Office 


1032 Carondelet Street, New Orleans 13, Louisiana 
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‘Daily News’ Cuts 
Classified, Ups 
National Linage 


Chicago, April 11.—The Chicago 
Daily News, which clamped down 
too hard on space allotted to na- 
tional advertisers during February 
and March, has cut its classified a 
page a day to even things up. 
The shift in allotments became 
effective April 1, and is expected 
to make the News’ national linage 
—off 29.1% for the first quarter 
of the year—compare more favor- 
ably with retail and classified 
during the remainder of 1944. 
Contrary to other reports, the 
Chicago afternoon daily cut down 
on national advertisers primarily 
because of its paper shortage late 
in the quarter, and not in any ef- 
fort to step up local retail and 
classified advertising, and build its 
circulation. 

As far as circulation is con- 
cerned, George Hartford, adver- 
tising director, said the News is 
doing nothing “to retard or in- 
crease it.” The daily’s circula- 
tion has gone from 438,000 copies 
last October, when John S. Knight 
purchased the interests of the late 
Frank Knox, to about 460,000 cur- 
rently. Average net paid circula- 
tion for March was 458,401. 

The News is now running con- 
siderably more national copy than 
during March. Because of the 
paper pinch, it had expected this 
classification would see a greater 
cut than was eventually necessary, 
During the Jan. 1-March 31 period, 
its general linage was off 30.4% 
compared with the same _ 1944 
quarter; automotive linage was 
down 8.3% and financial 22.5%, 
with all national linage off 29.1%. 
During the same period, retail ad- 
He dropped 6.3%, classified 
2%. 

Total advertising for the period 
averaged a 12.5% loss, «slightly 
more than the Chicago Sun’s and 
the Chicago Tribune’s, but less 
than the Chicago Times.’ Only the 
Chicago Herald-American showed 
a modest weekday gain in linage. 
Postwar plans of the Knight 
newspaper are very much under 
wraps. The News claims to have 
carried, for 44 consecutive years, 
more total display linage—liquor 
omitted—than any other Chicago 
newspaper, morning, evening or 
Sunday. During the paper short- 


_| age, nothing will be done to upset 


the ban on all alcoholic beverage 
copy, J. H. Barry, vice-president 
of the Knight newspaper enter- 
prises, declared. And the com- 
pany does not know yet what it 
will do about the liquor rule after 
the war, he added. 

The News’ February and March 
stringency follows two previous 
wartime special cuts. During the 
Dec. 27-Jan. 3, 1945, period it 
dropped all ads except death and 
legal notices, church bulletins and 
amusement copy because its Oc- 
tober-December restrictions were 
not severe enough. Last Sep- 
tember it announced a 40% cut in 
national and 20% cut in local ad 
copy, for that month only, to get 
back within the paper supply. 
During ’44 it cut classified adver- 
tising 1,164,501 lines, a 34.1% 
slash. Total display was increased 
541,705 lines, or 6%, over 1943. 
General advertising was off 7.8%, 
with retail up 14% over the pre- 
vious year. 


Heads Texas Salvage _ 

Allen G. Pike, advertising d- 
rector of the Houston Post, and 4 
member of the Texas salvage staff 
since 1942, has been named state 
salvage director. 


aa subscribers of Pencil 

Points are active architects. 
Architects having current projects checked 
with subscriber lists showed 84.7% Pencil 
Points subscribers. (Send for complete r¢- 
port and new book “10 FACTS.”) 


Moral for you: To reach most active archi 
tects, advertise in 


Pencil Points 


The Magazine of Progressive Architecture 
4 330 West 42nd Street, New York 18 
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LATIN AMERICA 


is a rich —Aeronautical Market 


$32,863,581 is a lot of money —but it takes a /ot to buy the 
tools and equipment necessary to repair, overhaul and maintain the 
airplanes of one airline and to buy the new parts, new accessories, 
new engines and new airplanes it constantly needs. 


Here are the costs to ove American airline — not the Jargest —as 
shown by its 1944 annual report: 


Original cost of physical properties and equipment 


used in operations. ........ $15,492,060 
Repair parts and supplieson hand ......... 1,112,472 
Flying, ground and passenger-service operations .. 12,680,987 
ee ee ae a ee a ee a ee 3,578,062 
$32,863,581 


Those figures will give you some idea of the mu/ti-million-dollar 
market that the 75 actively operating airlines in Latin America 
have already created. 


New atrlines that will service every outpost of that vast country 
will soon create— right at our doors—one of the /argest aero- 
nautical markets in the world. 


American manufacturers in the aeronautical field should begin 
now to cultivate that market through the pages of Revista Aerea 
—the magazine that is read by the important people in Latin 
America who say what to buy—when to buy—from whom to buy. 


REVISTA 


AEREA®» 


LATINOAMERICANA 


A 


515 Madison Ave., New York 22, N. Y. 
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Sylvania Names Mitchell 

Don G. Mitchell, vice-president 
in charge of sales of Sylvania Elec- 
tric Products, New York, has been 
elected a member of the board of 
trustees. 


Porter Moves 

Preston B. Porter, vice-presi- 
dent in charge of public relations 
of Remington Rand, Inc., has 
moved his office from Buffalo to 
315 Fourth Ave., New York. 


Lever Launches 
Newspaper Series 


for Swan Soap 


Cambridge, Mass., April 11.— 
The first newspaper campaign 
plugging Swan soap in several 
years is being launched this week 
by Lever Bros. Company. The ads 
will appear in 200 newspapers in 
180 cities throughout the eastern 


400,000 Negro 


NEW YORK OFFICE: I0! Park Ave. 


For Best Results Advertise in— 


“CONCENTRATED” 
NEGRO MARKETS 


yee CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
ulation is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 

Write for Information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 78 & Wecker Drive 


and north central states. 

Insertions will appear twice 
weekly until June, and will consist 
of picture caption advertisements, 
all containing human interest ma- 
terial. 

The first advertisement shows a 
picture of a sergeant holding a 
baby, and is captioned “Their 
First Meeting.” Copy theme is the 
surprise of a returned soldier 
meeting his baby for the first 
time. The ad plugs Swan’s ability 
to keep baby’s complexion smooth, 
points up the soap’s diversified 
uses, “baby mild for everything— 
babies, baths, dishes, duds.” 

Young & Rubicam, New York, 
handles Swan. 


Mennen List in Canada 


A. J. Denne & Co., Toronto, 
agency for Mennen Company Ltd., 
Toronto, is releasing schedules for 
Mennen’s shave cream. For the 
first time in several years, selected 
metropolitan dailies will be added 
to the magazine and weekend 
newspaper list. A campaign for 
baby oil and’ baby powder is 
scheduled for dailies and Canadian 
magazines. 


Ryan Requests 
Radio Men Wash 


Linen Privately 


New York, April 11.—The se- 
curity of free radio must be main- 
tained by independent operation, 
J. Harold Ryan, president of the 
National Association of Broad- 
casters, said here last night at the 
presentation of the George Foster 
Peabody awards. Mr. Ryan frowned 
on broadcasters who attempt to 
“clean house” in public. 

The place for suggestions for the 
improvement of the medium is the 
NAB, he said. “A _ broadcaster 
who runs to the public with the 
so-called confession that he is 
‘cleaning house,’ that he is aban- 
doning ‘bad practice,’ that he will 
no longer do this and no longer 
do that, creates only antagonism 
in the minds of his fellow broad- 
casters, and largely destroys any 
opportunity for constructive 
action.” 

Mr. Ryan claimed that these re- 
form movements were not entirely 


altruistic, that most of the reform- 


Do you have a deliverable product? .. . An avail- 
able service? . . . Do the elements of your offer 


bear upon educational maintenance? 


Are the subjects of your proposed messages perti- 
nent to the plastics industry’s interests? 


If the answers are yes—then Modern Plastics has 
something to offer the new advertiser: 


Do You 


Have Something 
to Offer 


Plastics 
Industry ? 


The magazine’s management recognize it as their 


responsibility to accept your schedule . . . and will 


bend every effort to present the story to its 11,000 


the 


ABC circulation. 


Should you be able to refer to any of Modern 


Plastics issues published when paper was plenti- 


ful, you will find that even then the publication 
closely adhered to industry-directed advertising. 


And ... while our present-day position has in no 


way changed, the serious curtailment of paper 
makes it necessary for us to restate our stand... 
We sincerely believe you will accept it in accord- 
ance with good advertising principles. 


The members of Modern Plastics’ home and branch 
advertising staffs will consider it a privilege to 
counsel with prospective plastic advertisers or 
their appointed agencies. 


ODERN 


... the only ABC plastics paper . . . the 
field's established institution .. . 
of America’s great industrial publications 


LASTICS MAGAZIN 


one 122 


PUBLISHED BY MODERN PLASTICS, 


EAST 42nd STREET, NEW 


® 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 


YORK 17, N. Y. 


Chicago + Washington « Cleveland « Los Angeles 


ears ad 
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CONTESTANT—Zepha Samoiloff, edi. 
tor of Western Family magazine, 
named by Los Angeles ad women a; 
having made the most outstanding 
contribution to advertising during the 
past year, shown with E. A. Seymour, 
publisher, was chosen as a competitor 
for the Josephine Snapp Award of. 
fered by the Women's Advertising 
Club of Chicago. 


ers availed themselves of the 
opportunity first to proclaim their 
purity “in the form of advertising, 
articles for the press, statements 
and other promotion.” 

In reply to the agitation for 
elimination of middle commercials 
in radio newscasts, he quoted the 
NAB recommendations: “When 
placed within the newscast, the 
commercial may be delivered at 
the conclusion of any news item, 
but there should always be a 
clean-cut line of demarcation be- 
tween the news and commercial 
copy.” 

In conclusion Mr. Ryan said: “In 
the final analysis we come again to 
the individual station, its locality 
and its management. Here is 
where independence and integrity 

. must be preserved. Here is 
where responsibility rests and 
where more and more _ honors 
should be awarded.” 


Swikard Reelected 


E. L. Swikard, merchandising 
and advertising specialist who was 
formerly vice-president in charge 
of sales and advertising at Spiegel, 
Inc., Chicago mail order house, has 
been reelected a director of Spie- 
gel’s. 


One of the few 
ISOLATED 
Metropolitan-type 
Markets in the U.S.A. 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE” 


In this richly diversified area, ; 
metropolitan papers do not effec 
tively serve the families . . .Radio 
reception is mety due to mineral 
deposits—BU T—the 


BIG 5 NEWSPAPER GROUP 


does a thorough job for adver- 
tisers. 


Escanaba Press 
Houghton Mining Gazette 
Iron Mountain News 
Marquette Mining Journal 
Sault Ste. Marie News 


Over 52,000 net paid circulation 
daily at 28c per line. 


Represented by 


17, 
n Ave. 


‘SCHEERER & CO. 


Member of the American Association 
of Newspaper Representatives 
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: ¢ BASIC ¢ BA 
MRS. MASON WANTS T0 /C4“0Y ene 
SIC * BASIC 
e 
M rs. Mason is an alert-brained lady who doesn’t intend to miss BASIC * BA 


what’s going on. Every evening with the Chicago Daily News she 
scans the general news... covers the war front... reflects upon 
the editorials . . . searches the women’s pages for practical sugges- 
tions .. . is diverted by her favorite feature writers .. . and shops 
among the advertising columns. 
For many, many years many, many Mrs. Masons have been 
thorough readers, thoughtful readers, home readers of the Chicago 
Daily News. Their eager minds welcome the buying informa- 
tion supplied by advertising, no less than the other attrac- 
tions of this family newspaper. 

Numerous advertisers testify to the abundant response 
they have experienced from the Daily News. Such testi- 
mony is recorded in this fact: for 44 consecutive years 
the Daily News has carried more Total Display linage 

than any other Chicago newspaper—morning, evening 

or Sunday.* This leadership is maintained only be- 

cause the Daily News is 


CHICAGO'S BASIC ADVERTISING MEDIUM 


*For fair comparison, liquor linage omitted since the Chicago 
Daily News does not accept advertising for alcoholic beverages 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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* Heads Must 


Be Key Planners, 


Bauman Asserts 


Holds They Must 
Keep Production 
Even With Demand 


Washington, April 10.—Proba- 
bly the major problem of the na- 
tional economy in the postwar pe- 
riod will be that of balancing 
production against the civilian 
ability to buy in the face of the 
vast expansion of productive ca- 
pacity that has occurred during 
war, J. N. Bauman, vice-president 
in charge of sales, White Motor 
Company, Cleveland, told the 
Advertising Club of Washington 
last week. 

“Swollen productive capacity is 
dangerous to an orderly, long 
range program of steady employ- 
ment because,” he pointed out, “in 
the past, industry has invariably 
set its sights—and its sales quotas 
—on its capacity to produce.” 

Sales executives in prewar 
years usually had the job merely 
of seeing that manufactured prod- 
ucts were absorbed. As a result, 
production tended to exceed ca- 
pacity and had to be reduced to 
allow consumer demand to catch 
up—but with depression usually 
interfering. 


Must Be Top Planners 


But the job of sales chief must 
be different after the war, because 
more or less full employment— 
56,000,000 jobs—is essential to 
continued public support of the 
present economic system, Mr. 
Bauman continued. Volume must 
be kept in balance with the mar- 
ket potential. 

“It is only through the sales 
department that accurate infor- 
mation can be obtained as to the 
most desirable type of product to 
put in production and the amount 
of production to provide,” he said, 


Clare Booth Luce . . . Elsa Maxwell 
Carl Van Doren . . . Dorothy Dix 
Erika Mann ... Franklin P. Adams 
names like those appear regularly 
in Chatelaine, along with regular 
features on beauty. fashions, house- 
keeping, the home, child welfare. 
Chatelaine appeals to alert young 
Canadian women ... reaches one 


in four English-speaking urban 


homes in Canada, 


Chatelaine 


HOMAL S se 


481 University Ave., Toronto 2, Canada 
New York, Chicago, Montreal, London (Eng.) 


adding that the sales executive 
must be made a part of top plan- 
ning and must certainly measure 
up to his increased responsibili- 
ties. 

“He must realize that it is not 
enough simply to provide chan- 
nels for selling products inde- 
pendent of the rest of the busi- 
ness. The sales tool of every 
business must be the means of 
providing a demand for the par- 
ticular type of products that will 
give production the greatest op- 
portunity to produce economi- 
cally and also it must provide a 


balance in quantities so that pro- 
duction can have consistent vol- 
ume, providing schedules and 
steady employment throughout the 
years without periods of large 
volume followed by periods of low 
volume.” 


Market Analysis Basic 


Sales executives must recognize, 
he said, that the beginning of all 
planning is the scientific analysis 
of markets. First there must be 
correct determination of products 
to be manufactured, next it is up 
to the sales department to ascer- 


tain what the productive volume 
should be. 

Other duties of the sales execu- 
tives will include, he said, care- 
ful determination, based on scien- 
tific analysis of market potential, 
of the exact number of distribut- 
ing points needed by their firms; 
careful selection of the managers 
of each distribution agency; far 
more detailed selection and more 
adequate training of salesmen 
than has been customary in pre- 
war years, and building customer 
satisfaction from a long-range 
point of view. 
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“Selling has been fairly criti- 
cized in the past,” he observed, 
“for being too concerned about an 
immediate order and not suffi. 
ciently concerned about the long 
range planning of making certain 
that our customer is getting bene. 
fits beyond that which he expected 
from the product that he pur- 
chased.” 


Must Have Federal Aid 


He admitted that if care is 
taken to secure balance between 
production and demand “it is ob- 
vious that private enterprise can- 
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not furnish all of the 56,000,000 
jobs,” and federal, state and mu- 
nicipal aid will be necessary to 
full employment. 

He emphasized, however, that 
industry must take the initiative 
in planning, in order to forestall 
governmental expansion. He said 
the best method of industry plan- 
ning will be along the lines of 
working through civic committees. 

“After all, providing satisfactory 
employment must start with satis- 
factory employment in every com- 
munity. It cannot be done nation- 
ally,” he asserted. 


Burke to Gillette 


Norman T. Burke, recently with 
Reuben H. Donnelley Company, 
Chicago, has joined the staff of 
Gillette Publishing Company, Chi- 
cago. 


Whalen to Agency 


Stanley G. Whalen, recently with 
the city advertising department 
of T. Eaton Company, Toronto de- 
partment store, has joined A. J. 
Denne & Co., Toronto agency, as 
an executive. 


Schneider to Ad Post 


David Schneider has been ap- 
pointed advertising manager of 
the Comptone Company, New 
York, manufacturer of Oculens 
and Protex sun glasses and Comp- 
tone 5th Avenue compacts. 


Angler Account Placed 


Advertising of Angler’s Products 
Company, Elmhurst, L. I., has been 
placed with Philip I. Ross Com- 
pany, New York. Trade and con- 
sumer publications will be used. 


Lorillard Plugs 
Foil Packages 


New York, April 11.—To an- 
nounce the reappearance of alumi- 
num foil in Old Gold packages, 
P. Lorillard Company is using 500- 
line advertisements in newspapers 
in 100 major markets. Insertions 
will appear twice in each paper. 

The ads were scheduled to com- 
bat rumors alleging that the black 
market is the source of the foil 
package. A similar situation arose 


when cellophane reappeared as a 
package material last year. 

The advertisements explain the 
reasons for current availability 
of aluminum foil, and the necessity 
for conservation of cellophane, 
which is more important as a 
winter-month protection. 

Lorillard is also sponsoring the 
broadcasts of all home games of 
the Washington Senators. Day- 
time games will be aired over 
WOL, night games over WWDC, 
both Washington stations. 

Lennen & Mitchell, New York, 
is the agency. 


BBDO Appoints Moore 


James Moore, former timebuyer 
in the radio department of Batten, 
Barton, Durstine & Osborn, New 
York, has been named to a new 
position coordinating radio station 
and program information for ac- 
count executives in the agency. 


Beckwith to McGillvra 


Arthur Beckwith, recently sales 
manager of Kermit-Raymond Cor- 
poration, has joined the sales staff 
of Joseph Hershey McGillvra, Inc., 
both New York. 


Nature works overtime for Southern growers, 
producing a wide variety of staple food crops 
as well as tropical and semitropical fruits and 
vegetables. Intensive agricultural experiments 
have even improved on Nature—increasing the 
old crop production — introducing many new 
crops and new uses — adding to the already 
abundant output of the South’s fertile acres. 
In 1939 over 25% of the food processing 
plants in the nation, producing over 22% of 
the nation’s food products, were located in the 
South. Since that time scores of new plants 
have been built. The world’s largest peanut 
butter packer .. . the largest single rice milling 


company . . . are typical of food processing 


plants that make foods the South’s largest 
single industry. 

Weather and the close proximity of agricul- 
tural products are only two of the reasons for 
the successful growth of Southern food indus- 
tries. Ample transportation to the nation’s mar- 
kets, abundant power, intelligent workers and 
better living conditions are bringing more and 
more industries of all types Southward—raising 
the South to new levels in both industrial and 
consumer markets. 

Be sure the South is included in your market- 
ing plans. You'll find each of the five Smith 


publications a strong sales aid in its respec- 


tive field. 


ELECTRICAL SOUTH 


Atlanta 3, Georgia 


W.R.C. SMITH PUBLICATIONS 


Covering Five of the South’s Greatest Markets 


COTTON Serving the Textile Industries 
SOUTHERN HARDWARE 


SOUTHERN POWER AND INDUSTRY 


SOUTHERN AUTOMOTIVE JOURNAL 


FOOD PROCESSING INDUSTRIES 


In 1295 it might have been 


but the other 
Thursday evening it was 


DONALD NELSON 


Only a handful of the people back 
home heard businessman Polo tell 
how he helped Kubla Khan win the 
war in China against his Manji 
enemies. 

But millions here at home tuned 
in to MOT to hear businessman 
Nelson tell how the U. S. is helping 
China’s Chiang Kai-shek win his war 
against the Japs. (It was Mr. Nel- 
son’s first radio appearance since his 
return.) ; 

Donald Nelson is one of many 
leaders on the “‘inside’’ of military 
and government affairs who have 
used MOT microphones to give the 
nation first-hand, authoritative re- 
porta of the news they help to make. 

Are you listening? 


March 
weTime 


SPONSORED 
BY THE EDITORS OF 


TIME 


10:30 P. M. (E.W.T.) 
EVERY THURSDAY NIGHT 
NOW OVER 
THE BLUE NETWORK 


ter peel 


' Aaverusing Age, April 16, 21 = ae 
ee ee be 
ng ee 
in = 
e. —$—$$___. aie f 
rs SC | aantene | in 
en 
- | | 
pr cor ee ee , 
' _ —“(tisCsis | 
okay 
THE YEAR.’Ro —— | 
ud eee a Pasiuni UN p R60 Polo . 
A Za} 4 - a 
: EAC, ( ae 
J Sd (\ \ D i 
R °0) s yee 
“ft “ KZ bk: f 
A ass 
q : a fi 5 i ‘ 
—_— one 
> 2 
3 . OC ee 
(ill ; i. _/ eeee PS — 
ae ))\),), ee ae eee 
e Pw. ALE gig ‘li - - : 


=) 


ONLY NEW-PRODUCT PUBLICATION 
Ds IN THE ELECTRICAL INDUSTRY. 


i 
—— 


The first choice for adver- 
tising of electrical equip- 
ment by leading manufac- 
turers---greater increase, 
since its start, in both 
space used and number of 
advertisers than any other 
electrical publication. 


JSLECTRICAL }QUIPMENT 


Published by x a 
co. 


- 


SUTTON PUBLISHING : 
60 EAST 42ND STREET, NEW YORK 17 
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Postwar Wonder 
Yarn May Upset 
Fabric Industry 


New York, April 13.—A national 
magazine advertising campaign 
for Plexon, a plasticized miracle 
apparently destined to change the 
postwar textile industry’s opera- 
tions, is announced this month by 
Freydberg Bros.-Strauss, Inc., 
with full pages in the New York 
Times Magazine and Vogue. Al 
Paul Lefton Company, New York, 
recently was named to handle the 
national advertising for this new 
product. 

With unlimited markets pre- 
dicted for it, Plexon is expected 
to become a big advertiser soon. 
Plexon even now is being used in 
a variety of fields and its future 
seems boundless. 

Longer wearing sheer hose, per- 
spiration and mild acid resistant 
dress materials, auto seat covers 
immune to grease, oil and alcohol, 
fire retardent and selt-extinguish- 
ing draperies and furniture uphol- 
stery, girdles and glassware trim, 


al 


buttons and braids, handbags and 
hats and dozens of other items 
are all possible to make with the 
new product. 


Has Wide Versatility 


The result of coating such exist- 
ing yarns as cotton, rayon, oer 
glass and silk with a plastic solu- 
tion, Plexon yarn can be made 
oval, square or nearly any shape, 
and its elongation will remain as 
constant as the fiber used for its 
core, according to its makers. 
Plexon does not become soft or 
expand in hot weather; it does not 
become brittle or contract in cold 
weather. It can be wound, 
warped, and woven into narrow 
or wide fabrics of all descriptions, 
counts and weaves. Its range of 
color is practically limitless, 120 
colors being used at present. It 


can be made to have great 
strength, stiff. or soft, brignt or 
dull, translucent, transparent or 


opaque, and waterproof or mois- 
ture resistant. It can be woven, 
power loomed, knitted, braided, 
knotted and twisted. It is easily 
cleaned by wiping with a damp 
cloth. 

One of its notable wartime uses 


» » + « « WHEN ADVERTISERS RATIONED SPACE 
ON RECEPTION ROOM ‘‘MOURNERS’ BENCHES’’ 


KVOR, COLORADO SPRINGS—KLZ, DENVER (UNDER AFFILIATED 


Now newspapers are rationing space to advertisers. 


And despite our best efforts to budget newsprint with 
consideration and fairness, we are sometimes forced to 
omit advertising we would like to run. Sorry! 


But soon we hope to again be in your office telling 


the new market story of a war-matured Oklahoma. A 
story that emphasizes the pent-up buying demands of 
Oklahoma City citizenry, now increased by 50,000. A 
story that dramatizes new industrial progress, new oil 
discoveries and new agricultural production records. 


Another piece of good news will be that The Okla- 


homan and Times maintained their leadership in war as 
in peace—emerging from world conflict with even greater 
reader responsiveness than before. All of which insures a 
friendly reception for your postwar sales messages. 


the daily ok! 
oklahoma city 


THE OKLAHOMA PUBLISHING CO.: THE FARMER-STOCKMAN—WKY, OKLAHOMA CITY 
MANAGEMENT ) 


REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 


ahoman 


NOW MORE THAN 


GREATER OKLAHOMA CITY 
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is as a substitute for steel and 
copper insect screens, 

Existing textile machinery can 
be used with readjustment to 
produce the Plexon yarns, say its 
makers. 


Bankers Life Names 
Leader Ad Manager 


Edwin P. Leader, formerly an 
account executive with William 
Hoffman & Associates, Chicago 
agency, has 
joined Bankers 
Life Company, 
Des Moines, as 
advertising 
manager. 

Mr. Leader 
entered agency 
work with 
Lorin Collins & 
Associates, Chi- 
cago agency, 
which later 
consolidated Edwin P. Leader 
with William 
Hoffman & Associates. He was 
previously with the advertising 
department of the Chicago Daily 
News and Herald-Examiner. 


Harper to Ice Industry 
Robert E£. 
We Harper has 
resigned from 
the Office of 
Defense Trans- 
portation where 
he has been as- 
sistant director 
of information, 
to become ad- 
vertising and 
publicity di- 
rector of the 
Robert E. Harper National Asso- 
ciation of Ice 
Industries, Washington, D. C. Mr. 
Harper is founder and executive 
director of the American Public 
Relations Association, Washington, 
and prior to joining ODT was 
assistant to the president of Motion 
Picture Advertising Service Com- 

pany. 


Joins Geare-Marston 
Mary Elizabeth Jones, formerly 


with Richard A. Foley Advertising | 


Agency, Philadelphia, has joined 
the copy division of the Philadel- 
phia office of Geare-Marston, Inc. 


Bank to Lynn Agency 
Advertising of the newly-or- 
ganized Bank of Berkeley, Cal, 
has been placed with George I. 
Lynn Advertising Agency, San 
Francisco. Newspapers will be 
used in Berkeley and Oakland. 
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And one look was enough to 
indicate that a8 2 market ook 
ranks with many another oddly: 
named Kentucky settlement” 
approximately zero. In WAVE’ 
book, Mook is a nook that 
| needn't be took — not while we 
| have the ear of the people in 
the busy Louisville Trading 
. Area! City and near-city people 
. they are—with more cash © 
their pockets than exists i” all 
the rest of Kentucky combined: 
vr of course if you must have 
; Mook listeners 2° well, you can 
buy them by doubling your 
radio appropriation: put i 
| Sod your money, Mister! 
Po TS 
or 60,000 a it 
3 ; Pe (= 5000 WATTS . - 970K. - gee 
ay ee semmeneeniaaiahiaieiiiaenicaieaaiaiaiii =} cree & PETERS: inc: 
lh ; ‘ {ee pe National nepresenatlt™ 
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HERE’S WHY 

the KNOW HOW" 
an MEN of INDUSTRY 
im READ POPULAR 


SCIENCE Monthly 


“I find many useful ideas pre- 
sented in the drafting line in 
POPULAR SCIENCE. I read it 
for both business and pleasure.” 
R. ROBERT CERMINARO 
Chief Draftsman 
General Electric X-Ray Corporation 


“To keep abreast of new develop- 
ler ments we read many scientific 
“a We particularly refer 
i to POPULAR SCIENCE to note 
in new developments and their ap- 
ily plications.” 
A. H. HABERSTUMP 
Director of Research 
Product Research Div. 

, o o o The Murray Corporation of America 
Las “POPULAR SCIENCE Month- 
om A ly is a constant source of new 

of emer weal EE ideas in almost any mechanical 
ans- r e : field,” 

: cdiouid mualle cn on 

as- Superintendent 
ri Branse Machine Tool Corporation 
= “There are many things in the 

- electrical and mechanical fields 

= that are of interest to me. I enjoy 
te POPULAR SCIENCE Monthly 
- articles for mental relaxation and 
Bs. occasionally pick up an idea 
be which pertains to my business.” 
lic E. M. KRATZ 
wes Plant Manager 
po Reynolds Metals Co. 
fe “I have enjoyed POPULAR SCI- 


ENCE and gained valuable 


knowledge. It presents factual 
data in concise form.” 
. - P F. A. GORSKI 
erly Materials Research Div. 
ising | NEO Hamilton Manufacturing Co. 
ined  eemcmgmmme : 
idel- / ‘My position requires me to keep 
Inc, in contact with new developments 


“I read POPULAR SCIENCE for both 
pleasure and business ideas . . . get 
helpful information from each copy.” 


‘POPULAR SCIENCE appears to 
cover many fields of science and engi- 
neering. To get the same information 


in machines and products .. . 
POPULAR SCIENCE carries a 
majority of the new develop. 


y-Or- _ . ... would require the reading of many ments.” 

Cal, shndiaimaanniad trade msaulane,"~<Coad Engineer __E. V. LINDSTROM 

ee. : “I read POPULAR SCIENCE for the ayo splendid work in POPULAR oa a ior oh 

1 be interesting articles on the advance- = sCcjENCE Monthly is a real service tc 

nd. ment of science . . . and to find plans men who do the thinking and develop “I am a mechanically-minded in- 

— or ideas applicable to our business.” ment on new items.” dividual .. . I find your magazine 

Ss —Production Engineer —Secretary-General Manager both a c.., imstruc- 
) tive.” . M. 


(Read additional statements at right ) 


ave the kind of mere who will read 
adwewiving of rew and bellee Leducid 
with the dame tniltnce tniened wilt which 
ead POPULAR SCIENCE Moridlly 


Northwest Newsreel Theatres, Inc. 


“POPULAR SCIENCE has been 

a medium of pleasure and also 

an aid to business . . . In it we 

have found many helpful hints.” 
M. H. BERNSTEIN 

Samuel Bernstein & Son — Builders 


“I have found POPULAR SCI- 

ENCE very interesting and help- 

ful.” CARL A. JACOBSON 
Consulting Engineer 


“Have been a reader of POPU- 
LAR SCIENCE for some years 
and enjoy the news items of new 
inventions and ideas.” 

F. GREENSLADE 


_et Bartram Paper Products, Lid. 
Es 
‘hat “I read POPULAR SCIENCE 
, we Monthly not only for pleasure 
e i but for business ideas as well.” 
ling M. M. SMITH 
ople A. & B. Smith Co. 
- HE LIKES “POPULAR SCIENCE Monthly 
a HE LIKES MACHINES is not only ig pry —- 
e , tional as well. I go through the 
re PEOPLE HE LIKES for aoe, issues to find new ideas, means 
out BOOKS A utemeaiice and methods.” 
i's sc aetas GEO. t. WILLIAMS 
General Superintendent 
These, and many other sim- 
Spearhead tor Post-War Markets Sen seas 
POPULAR SCIENCE 
ta Monthly is read by 
t ‘ thousands in indus- 
6 try “for business 
NC and pleasure.” 


THE NEWS=PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


NEW YORK + CHICAGO + CLEVELAND «+ DETROIT + LOS ANGELES + SAN FRANCISCO 
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135 Agencies Back 
150 War Campaigns 
Since December, ‘41 


New York, April 12.—Since 
Pearl Harbor, 135 advertising 
agencies have functioned as vol- 
unteer task forces in cooperation 
with government departments in 
developing 150 official home front 
information campaigns, a compila- 
tion by the War Advertising Coun- 
cil reveals. 

Although the council says it is 
impossible to estimate the over-all 
dollar value of these volunteer 
services, several thousand man- 
hours by planning, research and 
creative executives have been con- 
tributed. The man-hour record 
on council projects compiled by 
one major agency shows that in 
the past 12 months alone its staff 
had put in 6,508 man-hours of task 
force service—the equivalent of 
929 working days, or more than 
three and a half work-years. An- 
other agency estimates that serv- 
ices rendered on one home front 
drive had cost more than $70,000. 

The American Association of 
Advertising Agencies, acting as a 
focal point for volunteer agency 
service, maintains a master list of 
agencies ready to serve, with the 
selection resting in the hands of 
the council’s volunteer campaign 
manager, usually a national adver- 
tiser. 


Campaign Guides Prepared 


In working on a task force as- 
signment, the volunteer agency 
serves all other agencies as well 
as advertisers and media, prepar- 
ing a campaign guide for distribu- 
tion to the respective industry 
groups through the council’s 27 
affiliated organizations. Some 
home front campaigns, because of 
their complexity, have required 
the enlistment of more than one 


Petroleum 
Production 
In TULSA Area 


(34% of Oklahoma's 
land area) 


54.6% 


Of Entire State 


® 
The Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


plus rich bonus counties in 
Kansas, Missouri & Arkansas 


is 
BLANKETED 
only by 
KVOO 


_ Incorporated | a0 


agency, as for example, the ‘th 
War Loan, for which six different 
agencies are working. 


A $300,000,000 Contribution 


The council reports that “work- 
ing with their clients, 


gram of converting advertising to 
war themes, which resulted last 
year alone in the contribution of 
more than $300,000,000 worth of 
space and time.” 

The council also released this 
week its latest list of home front 
campaigns, as of April 1. Of the 


agencies | 
have sparked the far-flung pro- | 
| guide for which is now in prepara- 


30 campaigns which require ad- 
vertising support, six are listed as 
“E” or emergency campaigns— 
Army nurse recruitment, care of 
|the wounded, economic stabiliza- 
tion, Merchant Marine recruitment, 
paper conservation and salvage, 
and “The Job Ahead—Japan,” 


tion. The latter, along with care 
of the wounded, is new to the list 
since the last bulletin of Jan. 23. 
Fifteen drives are listed as con- 
tinuing-primary, with cadet nurse 
recruitment and the two food cam- 


paigns, home-canning and victory 


gardens, new to the list. 

Campaign materials for the 1945 
farm and food processing labor 
program (listed as local cam- 
paign), are currently being pre- 
pared by Federal Advertising 
Agency in cooperation with the 
OWI and the WMC. 


To Use Window Displays 


The same five campaigns which 
appeared in the last council bul- 
letin are listed under the con- 
tinuing-secondary classification. 

The start of an organized effort 


DE 9 Age, APY 0; 

to expand the use of war messages 
in the window-store display me. 
dium was announced by the 
council in its new affiliation with 
the Point of Purchase Institute 
New York, which will hold a spe. 
cial meeting April 19 in New York 
for producers, installers and affj- 
iated display interests to present 
plans for the new program. The 
institute will distribute coungi] 
material on home front campaigns 
to its industry to coordinate win- 
dow and _ “store displays. with 
current war theme drives. 


MORNING 


of crops 


trict’s 440 


WHEN CIVI LIAN 


Ay 


AR HAS GIVEN 
immense stimulus 
to 
~ Spokane and Inland Em- 
pire. In 1944 the value 


production in 


and livestock on 


50,000 Inland Empire 
farms reached the highest 
point in history. The dis- 


food 


processing 


plants, 300 lumber mills and 
200 mines are busy filling a rush 


of wartime orders. Important firms 
have invested hundreds of millions of 
dollars in industries here, and payrolls are 


at unprecedented levels. Grand Coulee Dam, producing more power for the 
nation today than Niagara Falls, has been called by the Department of the In- 
terior, Mightiest War Weapon of the Nation. All of these factors combined 
have made Spokane and the Inland Empire tops as a market today. 
civilian production gets the Green Light, the Spokane Market still will be tops, 
because of its great basic backlog industries of farming, fruit growing, mining 
and lumber, combined with new payroll money arising from the cheap power 
at Grand Coulee Dam and the creation of a new frontier of opportunity on 
the Columbia Basin’s 1,200,000 acres of fertile land, soon to have water. 


Highly important to advertisers is the fact that the Spokane Dailies have 
constantly expanded and improved their services to keep pace with the needs 
of their fast growing field. They have more readers today than ever before 
in their history . . . dominating circulation and influence in a market that is 
great today and will be even greater in the post-war era. 


THE SPOKESMAN-REVIEW 


When 


SUNDAY 


S pokane, 


COMBINED DAILY CIRCULATION 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 


Inc 
Ce 
Ne 


Bri 
Cascc 
April 
limite 
matic 
April 
tifica’ 
patie 


—_—— 


A = —_ _ ~ ——— — , - . — . es 5 in 
Soe 24 Adve 
ae 
a Pe 

| Ee 
ne j 
bi, : 
ars ee 
a | 
De 
ey 
e } 
} 
"ts | 7 ‘ Z 
io %, : E- , As a a oe Oe gl - 
> . % "7 \ gz # lf, » tes ‘ és laf ge ae —_ 
ie ~ . ye 3 vb x wr Site gee ; eres 7 ; 
bo | nu * a My y y Z ’ a abt je ve tS 5 Pe OT . 
- ie © vs a “ht ee KES hie ie’ ae — 
2. |e “oem + dak it OI he BIS Me EP ae 4 oth ae. sal iy 
24 ' | he “ be ag’ a ws ; : ee . ‘2° ; é gt Metts ao” en ty - eg “ 
; jc %X ra. oS i! Sa a aie ge setae 
Ag a \ : Ee “ F,” SS ate mA ie ff vig 7 
Pe | bien eee 7 a : M is 4 A pad i oats, , apie: a ai 
; ~ “a * > f = , Pig iota! pee: oe ad niger 
“ear be a : . | 4 Ly ee: nal - gang 
ag \ ag Fa: 
* , : _ 7 .- ie ae” 
"I :é = ~ ee | — vt a tales é 
a i y san _ es jt ae 
— eo - TT aaa 
waa ‘ ee ee ; as see ie 
ae oe Pen | f ; s ci ii FF ee: ie all signs ee ie sw 
i: a a 
moe ” : < ae : { ae Siam Rose, 
i Ce : Te vx "lg nce 
| ge i —__ |e 
: “ails a - : : sri ‘ wa — ae ; 7 
mS NB OS LE dt ry em. ok 
sine 41> Bc ae 4 a _ : e % i Ss Se 
a # / 4 . . = ’. 
: S @Qs \ U a SSA | 
a AS 4 $ {e] 4 f ee r : a wh a * 
ra f / - t / \ p Ng es i od f £ ? \ NN , & Re 
=. , Seg \ ' ‘v } ; 4 34 ; oy t : ¥ Y be 
ae “ \ { * j ee) % 
red 4 nN Ye hs 4 \ 
; | , k % 
= > j ~ y \ w\ ° 
AX O'*\GE ‘ 4 i. a >= , 4 
me RO ah 
43 vp Speers | 
oO OO oa) Ac” alow tO wy 
a 4 oy 
Most powt 
as 
¥e 
ea 7. 
| “/ -_ 
Pe I) 
/ Cac | 
B DD] 
‘ WEA WEA 
' KAVA 
# WAVES 
! SoS 
[ in 
= sissntsasashanad | hatte wah btn 
| i ee | 07 
Da 22) ; aia a 
a i ee OV! 
1 [ me mr 
Si ee ~ 2 ; : 4 —. B . : a sibae “ae a 


“~dvertising Age, April 16, 1945 


Include Priority 
Certificates in 
New Casco Ads 


(Picture on Page 59) 


Bridgeport, Conn., April 11.— 
Casco Products Corporation, in 
April advertisements announcing 
limited production of its auto- 
matic electric heating pad (AA, 
April 9), includes a priority cer- 
tificate with which hospitals and 
patients can send in the doctor’s 


name and address and dealer’s 
name and address as proof of their 
needs. Copy in May advertise- 
ments will discourage buying of 
the pad by others than those who 
vitally need it. 

Features of the Casco pad illus- 
trated in the ads, are its use with 
absolute safety over wet dressings, 
a “Nite-Lite” that enables the pa- 
tient in a darkened room to fix the 
pad’s temperature at any one of 
30 heating levels and a design that 
lets the pad be draped to fit any 
part of the body without injury 
to the wiring. . 


Scheduled for the campaign are 
color pages in 26 metropolitan 
newspapers and in Good House- 
keeping, Parent’s Magazine and 
True Story. 

Grey Advertising Agency, New 
York, handles the account. 


Haines Promoted 

William H. Haines, sales man- 
ager of Electric Specialty Company, 
Stamford, Conn., has been pro- 
moted to vice-president and gen- 
eral sales manager. David G. 
Shepherd, former general manager, 
has been elected president. 


GF Promotes Johnson 


Edward L. Johnson, with Gen- 
eral Foods Corporation since 1924, 
most recently district sales man- 
ager in Detroit and Minneapolis 
for General Foods .Sales Com- 
pany, has been named _ wmer- 
chandising manager for Gaines 
Food Company, New York, G-F 
subsidiary. 

Ray M. Schmitz, vice-president 
and merchandising manager of 
G-F Sales Company, has been 
named assistant to Charles W. 
Metcalf, executive vice-president 


PRODUCTION GETS 


Spokane and Inland Empire 
Stull Will Rate Tops as a Market 


at into rich Palouse loam 


in eastern Washington, 


Big sticks being hoisted onto flat cars in Idaho Pan- 


™ 


ay ity. 


handle, northeast of Spokane. 


Part of laboratory at Alcoa’s huge fabricating plant 


at Trentwood near Spokane. 


Spokane Daily 


Washington 


Blast furnace and lead refinery buildings in the Coeur 


d’Alene mining region. 


Delicious apples, typical of 23 


Oe al 
. > 
' 


million bushels of this 


fruit produced in year in Inland Empire. 


EVENING 


OVER 130,000 ... 81.24% UNduplicated 


hronicle 


Color Kepresentatives: SUNDAY SPOKESMAN-REVIE W—Comic Sections: Metropolitan Group 


25 


of General Foods Corporation. Mr, 
Schmitz will assume charge of the 
Bireley’s operation. 


Kirchner Joins Evans 
as Account Executive 


C. Norman Kirchner, for eight 
years advertising and sales pro- 
motion man- 
ager of Inde- 
pendent 
Pneumatic 
Tool Com- 
pany, Chi- 
cago, has re- 
signed to join 
Evans Asso- 
ciates, Chi- 
cago agency, 
as an account 
executive on 
May 1. 

Well known 
in advertising 
circles, Mr. 
Kirchner is a vice-president of 
the National Industrial Advertis- 
ers Association and immediate 
past president of the Chicago 
chapter of the association. He is 
also a director of the Chicago 
Federated Advertising Club. 
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C. N. Kirchner 


NEWS AND VIEWS 
ON WARTIME 
TRANSPORTATION 


ee ee 
TRAFFIC WORLD 
Complete weekly coverage o 
all transportation news as— 
ODT Orders, 1.C.C. Reports 
Maritime Commission and 


Civil Aeronautics News, Court 
Decisions, Complaints, etc. 


TRAFFIC BULLETIN 
——re ~ Weekly coverage of News Car- 
y+ 


rier Tariffs, Special Permis- 
sions, Embargo Notices] 
A YEAR Investigation and Suspension 


Orders, Dockets, Hearings, ete 


DAILY TRAFFIC WORLD 
and TRAFFIC BULLETIN 


aa , Daily report of all wartime 


$189°° governmental bodies, Mariam 


time War Emergency 
A YEAR ODT, OPM, WPB, OPA; Pe 
Rakes ae PC, etc. 


ian 


Write today for more detailed information, 
sample copies, and FREE 50-page manual 
entitled," A Guide to Effective Freight Trans-™ 
portation Promotion.” 


TRAFFIC WORL 


@ (Weemer) 


eo 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


7 
NEW YORK 17, N.Y 


122 EAST 42nd STREET 
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Nordb ins tt “ ] {the board, Gardner Advertising | 
ve Jo Fawce ; Name Five UdGES Company, both of New York, and | 
Harland Nordbye, formerly — tah Bea Adams, vice-president, Gard- | 

charge of newsstand promotion | of Proetz Awards ner Advertising Company, St. 

for Esquire and Coronet, has| | Louis. 

joined the public relations staff of| St. Louis, April 11—Named as | The awards, given each year in 
Fawcett Publications, Inc., New)judges for the annual Erma| recognition of the most outstand- 
York, in an executive capacity. Proetz Award contest, sponsored|jing advertising work done by a 
—— | bY ; er Pg em oy ag oer woman, will be made at a pres- 

; ; ‘lub o . Louls, are Valentino | entation dinner in St. Louis, Ma 

Joins Cecil & Presbrey Sarra, nationally known color|9}, A $100 war bond will =A 
Virginia Shook Alexander, for- | photographer; Sidney Wells, art| awarded to the winner in each 

merly copywriter with Compton director, McCann-Erickson, Chi-|of four classes—advertising copy, 
Advertising, Inc., has joined Cecil cago; Max Wylie, Young & Rubi- | advertising art work, advertising 
mae 6& Presbrey, New York, in a simi-|cam, author of “Radio Writing”;| photography and creative radio 
lar capacity. |Herbert S. Gardner, chairman of| writing—which advertises a spe- 

cific product or service. 


Appoints McCord 


U. S. Thermo-Control, Minne- 
apolis, maker of refrigeration units 
for motor trucks, has appointed 
The McCord Company, Minneap- 
olis, to handle its account. Trade 
publications will be used. 


Resigns Beacon Account 
McKee & Albright, Inc., Phila- 
delphia, has resigned the account 
of Beacon Chemical Corporation, 
Philadelphia, effective May 1. 


Borg-Warner Aims 
at Global Marts 
Through Services 


Chicago, April 10.—Terming it 
“an export institutional cam- 
paign,” Borg-Warner has begun a 


program through which it will | 
offer financiers, industrial and | 
business leaders of other com- 


panies its production and engi- 
neering services, Johnson S. Davis, 
director of public relations, has 
announced. 

Feature of the campaign is a 
special transportation map illus- 
trating the new concept of world 
travel and trade. The map will 
be changed each month to spot- 
light one of the 65 trading areas 
of the world, and will trace the 
proposed round-the-world air 
route and designate areas to be 
tapped by U. S. and other na- 
tions’ airlines. 

Media to be used are American 
and British export publications, 
and publications in the Scandi- 
navian countries, South Africa, 
Australia, India and Latin Amer- 


Advertising Age, April 16, 1945 


ica. Copy explains the role Borg. 
Warner plays in the transporta- 
tion field—air, rail, motor and 
marine—and reaffirms American 
industry’s ability to deliver the 
goods and services for tomorrow’s 
international market. No men- 
tion is made of products, but copy 
states that Borg-Warner is ready 
to extend its production and engi- 
neering services to manufacturers 
and others throughout the world 
who wish to utilize these services 
for the further development of 
their countries. 

The advertising agency handl- 
ing the campaign is Irwin Vladi- 
mir & Co. of Illinois, Chicago. 


Aids Media Selection 


Selection of media based on 
current, factual data on circula- 
tion figures, is emphasized in a 
12-page booklet “Media Selection 
—A Major Agency Function,” just 
issued by Audit Bureau of Circu- 
lations. ABC service to mem- 
bers, plus a list of agency mem- 
bers, also is included in the 
pamphlet. Copies may be ob- 
tained from the bureau at 165 W. 
Wacker Dr., Chicago. 


In the Ark-La-Tex area, KWKH—with 


| How about Reconversion? 


ARE YOU PREPARED 


to train employees for postwar? 


its 50,000 watts—is the No. 1] medium, 
with full coverage and SELLING 


POWER in this prosperous market. 


LLUSTRAVOX was discovered 

and field-tested by leading in- 
77 dustries before the war. When 
America was precipitated into the 
greatest training job of all time 
it came into extensive use for war 
training. With its aid, fighters 
and workers were conditioned 


INDUSTRIAL EQUIPMENT NEWS rryry in record time. New, scientific 
[ | A a es Ce methods developed are available 
i What's New - EQUIPMENT - PARTS MATERIALS @ for your peacetime needs. 

: pen aera oy: pa aoe aia . Illustravox is the scientific 
sateen tas training method —a portable, 
i inexpensive sound-slide-film pro- 
The A BC of venues: jector. It uses records and slide- 

Industrial Equipment =e: 

News 2 


A Industry's original PRODUCT news 
and information service! 

B Kegular receipt requested by over 
50,000 active operating men in larger 


plants in all industries . .. mailings OT 3 
= rationed to 40,000! o£, THE 
me C Used by above group to find current oe ee 

operating requirements ... TO errs. TC 

m KEEP POSTED! a 3° 


D Used by more than 1200 industrial 
advertisers to provide factual infor- 
mation on their products WHERE 
and WHEN product information is 
LOOKED FOR! 

EK Standard advertising representation 


een 

costs only $79 to $85 per issue. ; 9 
For Details of ines seas hd 

“IEN PLAN” See: .'s 

Write TODAY... pmene ° 


INDUSTRIAL EQUIPMENT NEWS 


Meencon Thomas Publishing Company 
: 161 Eighth Ave. New York 1 


ILLUSTRAVOX proves its value in 


® Better employee relations... 
explains your company, policy, 
products in attention-compel- 
ling way; emphasizes benefits 
offered to employees. 
© Safety training... reduces 
accidents, increases production, 
© Employee training ... workmen 
learn faster and remember longer. 
@ Introducing new products .. . 
dramatically, effectively. 
ILLUSTRAVOX, in all fields of 
training, is the ONE BEST WAY 


film to present your exact and 
perfected training message... 


Two big postwar problems loom before industry. First, speedy 
reconversion to peacetime production; second, training for 
efficient, economical selling. Both problems call for Illustravox. 


with tremendous appeal. Your 
story is presented in attention- 
arresting pictures and spoken 
words. 


e Because it is the ONE BEST 
WAY to train scientifically, 
Illustravox shortens the time 
needed to train workers in spe 
cial skills, while training them 
more efficiently. In selling and 
distribution, Illustravox is an ad- 
vanced method of training peo 
ple to doa better selling job. The 
Magnavox Company, Illustravox 
Division, Fort Wayne 4, Indiana. 


Ss ILLUSTRAVOX 
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»g | ‘Better Selling 
rta- 
and | Report Issued 
‘te | by the NRDGA 
en- New York, April 12.—“Better 
Opy selling means. better over-all 
ady sales performance than existed * 
ngl- prior to the war—not just better 
cet than that offered customers during 
orld these unusual times,” a National 
1Ces Retail Dry Goods Association’s 
of | postwar committee points out in 


' a 28-page report, prepared after 
idl- | months of research, on “Gearing 


adi- Management for Better Selling.” 
Such selling, the report empha- AAb 
sizes, “is not just the final act of 


service to the customer, but is in 
effect ‘running our business bet- 


On ter.” The committee lists these 
ula- | 44 principles as essential: ad 
nay “], Top management must take 
tion a direct and active interest in 00 
Just achieving better selling. 
rCU “9 The store’s organization 
<a must be revised and geared to ac- 
em- complish this objective. 
the “3. Lines of authority and re- . 
ob- sponsibility must be clearly de- 
W. fined and assigned from top man- ZV 
agement down. 
wy “4. Personnel administration 


must be re-valuated, assigned its 
proper role, and made directly re- 
sponsible to top management. 


Emphasizes Human Values 


“5. Human values as well as 
merchandise values must occupy 
their proper place in any effective 

selling program. 

“6. Personnel policies covering 
all phases of employer-employe 
relations must be formalized, pub- 
licized in writing, thoroughly un- 
— derstood by all employes and 
consistently enforced. 

“7, Responsibility for the main- 
tenance of continuous on-the-job 
training must rest with the de- 
partment manager or supervisor. 

“8. All store jobs must be re- 
ee defined, and properly 
evaluated. ; ‘ ‘. 
| “9. ‘Selling’ must be established ... The DAILY NEWS RECORD starts the day right for the executive 
ey profession and career in it- 
| self, 
| “10. Selling methods, employ- 


ment standards, and _ training : : ° © ’ ° 

| fechniques for certain selling and in the Textile and related industries. Whether he’s a raw material 
non-selling departments must be 

= and — to meet spe- 

clalize com 1t10Nn, 

“11. All activities must be con- producer, a mill man, a manufacturer, a wholesaler or a retailer the 
stantly directed to the store’s ? > > eee 
primary purpose of ‘selling and 
service,’ ” 


Donald A. Fowler, of P ' . 
You | Mitchel & Braun Company, Port. DAILY NEWS RECORD gives him the essential, “gathered-on-the-spot” 
tion: nes is chairman of the bet- 


oken The NRDGA has just appointed 


a seven-man committee on gov- D4 ota D4 

ee semaine Se av news of world-wide market conditions, prices, government news, tech- 
Theodore Schlesinger, of Allied 
BEST Stores Corporation, New York, 
following an “unprecedented suc- 


= 


cally, ‘ d ; ’ ; 
an the M590 series 0 " Wes the nological developments, contracts, buyers arrivals LE T’S L 0 OK AT 
proje ’ 
wo) mae cea atces oe THE RECORD! 
na ’ ” a * 
them orders, said "Lew Hahn, a - « « News he must have to conduct his business F 3 
x and manager of NRDGA, have resulted (Fact #3) 
n ad: seauests “18g a Han lbenno help” a rom WPB OPA 
‘peo: | ftom the association’s 6,000 mem- properly. Because the DAILY NEWS RECORD is and cduae eid came 
». The - > 
: cies, gathered by the 
ravor ) To Ralston Purina - : . ., Fairchild Washington 
fam: | ger, Sceumaker, with Visual a must for the textile and apparel executive . . . it’s Or umes” Gan. "ae 
wring Vial Orie ‘Chow aie transmitted by. direct 
Sta e OW lVl- 
sion of Ralston Purina Company, ee ° wire at the rate of as 
St Louis, maker. of eine Chows a must for every advertising campaign addressed many as ten thousand 
words per day. Com- 
plete, authoritative, 
to America’s second largest industry. bonaa 


THE ONLY NEWSPAPER FOR 
TEXTILES 


THE BUILDERS wi 


10,000,000 POSTWAR 


HOMES COULD SPECIFY. 
. YOUR PRODUCTS. ae 
ELL THEM ABOUT YouR 


MEN’S WEAR 
MATERIALS AND EQUIPMENT — DOMESTICS 


PRACTICAL BUILD ER | FAIRCHILD PUBLICATIONS +8 EAST I3th ST., NEW YORK 3, N. Y. @ - 
neem tienes 5 DAILY NEWS RECORD » WOMEN'S WEAR DAILY © RETAILING HOME FURNISHINGS © MEN'S WEAR © FAIRCHILD INTERNACIONAL © FAIRCHILD TRADE DIRECTORIES 
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More Small-Plane 
Makers Outline 


Postwar Plans 


Republic Plans One 
Model; Culver Has 
Prospect List 


hours. 


explained, but 
tory-to-dealer 


than 20,000.” 
At present, 
New York, April 12.—Sales and 

advertising plans for postwar pri- 

vate planes are still less certain 
than plans for the planes them- 
selves, several aircraft manufac- 
turers report. These include 

companies which replied to a 

questionnaire after a story on 

plans of seven manufacturers in| dealers 
this field (AA, April 9) already 
had been prepared. 


has 
private plane, 


or better.” 


with 


compare with the prewar $2,500, 
and which will have 
cent per mile operating cost,” 
a cruising range of five to seven 


Culver has not decided on meth- 
ods of distribution, 
“we favor the fac- 


as many dealers as we can supply 
a quantity of product to. 
pect to have between 30 and 50 
dealers the first year.” 
Culver is not now seeking orders 
nor accepting down payments, 
do have a prospect list of more 


Corporation, Farmingdale, N. Y., 
planned only one postwar 


phibian Seabee, 
of about 125 miles per hour 
an honest cruising speed of 105 
The Seabee will be 
isold through distributors 


‘Some distributors have accepted 
conditional orders, but the factory 


to some surveys which indicate 
“at least a 
and|ing in terms of an $8,000 or $10,- 
800.” 
an executive|design, and made by 
methods, but warned against “ex- 
pecting miracles.” 

Bell Aircraft Corporation, Buf- 
falo, has prepared a booklet on a 
helicopter which “we are now 
planning for purely civilian pur- 
poses,’”’ but cannot announce pro- 
motion and sales plans for it “at 
this stage of the game.” 


To Build Crag Jumper 


Call Aircraft Company, Afton, 
Wyo., announces a two-place, low- 
wing monoplane, the Callair, “‘de- 
signed expressly to operate in 
high altitudes and from small 
rough landing fields.” The Cal- 
lair will have a service ceiling, 
with light load, of 15,500 feet and 
a cruising speed of 101 miles per 
hour. The price was not an- 
nounced. Call will sell through 


setup, with only 


We ex- 
Although 


“we 


Republic Aviation 


a four-place am- 
with a top speed 
“and 


and 


closed territories. 


“* Culver Aircraft Corporation, is not yet seeking orders. Adver-|regular aircraft dealers and is now 
3 Wichita, Kan., will have a new|tising plans have not been de-|accepting orders with deposits. 
= two-place plane, the Culver '|cided. The company’s present capacity 
i Model V, the price of which will; A Republic executive referred|is one plane a week. 
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J. HEINZ 


1844-1919 


Founder of H. J. Heinz Company, 


IN 1869, H. J. HEINZ began to prepare and sell 


grated horseradish in Pittsburgh. His first garden 
was three-fourths of an acre. 

Due to enterprise, typical of the 

men who made Pittsburgh great, 

; Mr. Heinz’ tiny business grew until, 

today, the H. J. Heinz Company 

yearly uses the crops from 200,000 

acres of land. It has 26 factories 

in five countries. Before the war, 

two hundred and fifty sales agencies 


Department, 


papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 
Philadelphia and San Francisco. 


maker of famous 57 varieties. 


First advocate of America’s pure food laws. 


Ps 


i1 countries around the globe distributed Heinz 
products. 

Thanks to Mr. Heinz and others like him, 
Pittsburgh has become the sixth largest market 
in the United States. 
industries—food processing, steel, coal, aluminum, 
electrical, glass, paint and oil are producing for 
war. Tomorrow they will be producing for peace 
with no reconversion needed. 

When you can make and sell peacetime goods 
again, remember that The Press covers 69% of 
metropolitan Pittsburgh homes reading a daily 
newspaper. 


The Pittsburgh Press 


Represented by the National Advertising 


Scripps-Howard News- 


“that the public at least is think-|Haven, Pa., 


000 plane for about $1,500 to $1,- ‘compared with 500 prewar, 
He agreed that postwar|expects to 
private planes will be of improved | after the war to 700 to 800. Piper | tend to enter the private plane 
improved | will make and sell both low-price | field, but “should the market for 
| popular 


Advertising Age, April 16, 1945 


Piper Aircraft Corporation, Lock | potentialities,’ but will not be able 


increase this number | 


and “executive” type 
planes. The first models avail- 
able will be the Piper Cub trainer 
and Piper Cub cruiser. In the 
first 18 months of resumed com- 
mercial production, probably on a 
limited basis, Piper hopes to sell 
at least 3,000 trainers and 1,500 
cruisers. Its advertising expendi- 
ture in the first postwar year 
would be about $65,000, with edu- 
cational publications, newspapers, 
outdoor posters and radio being 
scheduled in cooperation with 
dealers. 

Because members of the armed 
services “resent publicity about 
postwar activities,” Beech Aircraft 
Corporation, Wichita, Kan., pre- 
fers not to discuss its future com- 
mercial activities. 

Several leading makers of mili- 
tary planes indicate that they may 
enter the private plane field. 
Lockheed’ Aircraft Corporation, 
Burbank, Cal., is “studying the 
private airplane and its postwar 


Now, Pittsburgh's great | 


now has about 300/to announce findings, 
/active distributors and dealers, as|until “the military pressure les- 
but | sens.” 


and plans, 


Curtiss-Wright Corpora- 
tion, New York, does not now in- 


this type of plane develop suf- 
ficiently . . . we may change our 
plans.” (North American Avia- 
tion, Inc., Inglewood, Cal., igs 
thinking now only in terms of 
war planes, but “it will be this 


|company’s peacetime policy to de- 


sign, manufacture and market air- 
craft and aircraft parts for profit.” 

Several major aircraft com- 
panies, such as Douglas and Mar- 
tin, are reported definitely as not 
planning to enter the small pri- 
vate plane field. 


Tests Stout Skycar 


Consolidated Vultee  Aijrcraft 
Corporation, San Diego, Cal., re- 
cently made test flights with an 
experimental car-plane, titled the 
Stout Skycar, and equipped with 
a controllable wing designed by 
George Spratt. The wing, 26% 
feet long, may eliminate the ne- 
cessity for ailerons, elevators and 
rudders on small planes, when 
perfected, thus simplifying the 
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A FINNISH EDITION OF 
READER’S DIGEST 


On June 1, 1945, the people of Helsinki and 
other Finnish cities will find a new magazine on 
their newsstands, the Finnish language edition 


of Reader’s Digest. 


| Cabling from Finland, Barclay Acheson, Di- 
| rector of Reader’s Digest International Editions, 
| reports marked enthusiasm among Finnish offi- 
cials and business men for this new edition. 


They look upon it, he says, “as a sign of friend- 
ship and encouragement from the American peo- 
ple at a time when their country is striving to 
renew her interchange with other democratic 


. ” 
nations. 


Long isolated, Finland finds her shop shelves 
and warehouses woefully empty. Her hard- 
working, literate people are eager to see again 
the products of American farms and factories. 


The first American exporters to bring their 
messages to the people of Finland through the 
advertising pages of the Finnish Reader's Digest 
are sure of a heartfelt welcome. 


As this announcement goes to press, eight lead- 
ing advertisers have already ordered space in 
this new Finnish edition, the fifth foreign lan- 
guage edition to be published by Reader's Digest. 


Reader’s Digest 


International Editions 


English - 


Spanish . 


| Arabic + 


Portuguese + Swedish 


Finnish 


A WORLD-WIDE EXCHANGE OF IDEAS 
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control of the plane and reducing 
cost. Landing gear consists of 
four specially designed automobile 
wheels. 

No specifications or detailed 
performance records have been 
released by Consolidated officials. 
William Stout, designer of the 
Ford tri-motor plane and the 
rear-engined Scarab car, has been 
working on the Skycar. 

Funk Aircraft Company, Coffey- 
ville, Kan., successor to Akron 
Aircraft Company, Akron, O., will 
have a Funk two-seater mono- 
plane with cruising speed of 103 
miles an hour. The price has not 
been established. Funk will sell 
through established dealers and 
distributors, but as yet has not 
accepted any. The company ex- 
pects to have about 50 of them at 
the end of two years of civilian 
production, and to sell “around 
1,000 planes in the early postwar 
years.” Funk is not yet accepting 
orders, due to the fact that the 
price of the plane has not been set. 
Advertising plans have not been 
made. 


Firestone Plans 
to End Aircratt 
Work After War 


New York, April 11.—The post- 
war plans of Firestone Aviation 
Products Company, Akron, will 
not include the manufacture of 
complete military aircraft, air 
frames or components of air 
frames, said John L. Cohill, presi- 
dent of the company, in an ad- 
dress to the Aviation Writers As- 
sociation here. 

However, Firestone will con- 
tinue to produce aircraft acces- 
sories such as tires and tubes, fuel 
cells, etc. “In other words, we 
would retain the same role in re- 
lation to the aircraft industry that 
we have traditionally occupied in 
respect to the automotive indus- 
try,” he said. 

The company now manufactures 
autogiros, helicopters, gliders and 
wing frames. Its decision to re- 
tire from the field was influenced 
by the fact that even with ex- 
panded commercial aviation, post- 
war civilian aircraft production 
could hardly account for more 
than 15% to 20% of present ca- 
pacity. 


Joins Thompson 

R. V. Campbell, formerly with 
General Outdoor Advertising Cor- 
poration and Campbell-Ewald 
Company, Detroit, has been ap- 
pointed Chicago associate of 
George E. Thompson & Associates, 
outdoor advertising representa- 
tive. 
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39" School Kids 
GROWING UP IN AMERICA 


Every year American kids leave school, 
with character and opinions deeply af- 
fected by teachers’ influence. 


Besides the three R’s, these teachers 
have exerted a tremendous influence 
in hygiene, nutrition, conduct — the 
American way of life. You can help 
them get a true picture of your way 
of doing business, your company, ad 
Product by telling teachers in State 
eachers Magazines. 


And what these 25,000,000 youngsters 
learn at school affects the thinking and 
abits of hundreds of thousands of | 
omes in America. 


‘tate Teachers Magazines are pub-| 
lished in 42 States and read by 700,000 
na fide teacher-subscribers. Let us 
tive you full information. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, Inc. 


wT N, Michigan Ave., Chicago 1, Illinois 


4n association of 42 state teachers 
magazines. 


RN 


California Audited 


Group Elects Marshall 


Roy H. Marshall, nationa: ad- 
vertising manager of the San 
Fernando Valley Times, has been 
elected chairman of the Advertis- 
ing Managers’ Association of the 
California Audited Newspapers. 

Burnhans & Associates, Pasa- 
dena agency for the newspaper 
group, is conducting a nationwide 
promotion program stressing po- 
tentialities of the Los Angeles 
market area. Clayton C. Shel- 
burne, formerly with the Honolulu 


Advertiser and advertising man- 
ager of A. Shelburne Company, 
Los Angeles, has joined the staff 
of Burnhans & Associates. 


CBS Appoints Mishkin 


Leo Mishkin has been appointed 
trade news editor of the Columbia 
Broadcasting System, New York. 
Mr. Mishkin, with the network for 
a year and a half, replaces Joan 
Lane, who has resigned to join 
the public relations staff of 
Crowell-Collier Publishing Com- 
pany. 


29 


Booz, Allen to Coast Dayton Club Elects 


Booz, Allen & Hamilton, Chi- Leigh Metcalfe, assistant adver- 
cago and New York management |tising manager of National Cash 
engineering firm, has opened West| Register Company, has been 
Coast offices in the Pacific Mutual/|elected president of the Dayton 
building, Los Angeles, under the | Advertising Club. Elizabeth 
direction of Bruce Alexander. Kern was elected secretary. 


CHURCH PROPERTY ADMINISTRATION | 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools'and institutional buildings. 


This Rainbow [Sa Pot of Gold ! 


The story of this Rainbow Trout 
is the story of the outdoor market 
—and a Pot of Gold for adver- 
tisers. Listen— 

A noted sportsman traveled 3,500 
miles—by train, plane, automo- 
bile, steamer and kayak, from Chi- 
cago’s Loop to Alaska’s Russian 
River—to take this old tackle-bus- 
ter and a few of his mates. And he 
came back the same way. That’s 
7,000 miles of travel. 

Seven thousand miles for a few 
fish? No. For sportsmen don’t 


measure the value of their hobby 
in pounds of fish and game. Their 
measure of value is the healthful 
recreation they find in the out-of- 
doors. Their travels are the greatest 
annual pilgrimage on earth, West 
Virginians go to Lake of the Woods, 
Manhattanites to Yellowstone, 
Texans to the Maine woods, Hoos- 
iers to the “high country” of Idaho 
—and everyone dreams of Alaska! 

These are active people, going 
places and doing the things they 
like best—fishing and hunting and 


camping out. The money they 
spend each year for travel and 
equipment, for the countless things 
that outdoor people buy and use 
and replace, is far more than is 
spent for all competitive and spec- 
tator sports combined. This is the 
BIG outdoor market. By conserva- 
tive estimate it will double in size 
in the coming peace-time era. 

Field & Stream, as for the last 
half century, is a “must” in reach- 
ing this market. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE.* NEW YORK CITY 22 


Over 300,000 of the cream of American 

Sportsmen — a richly responsive group— en- 

thusiastically follow Field & Stream—read 
it with religbeas zeal and thoroughness. 


Field & Stream’s Big Fish Contest’’—now 
in its 35th year—is the angler’s “champion- 


America’s Number One Sportsman’s Magazine 


- 


ship event.” Records are made and broken 
repeatedly from year to year in this contest— 
to the intense interest of millions of anglers. 


Thrilling films from "Field & Stream’s fa- 


mous fishing and hunting motion picture 
library, the only one conducted by a sports- 


man’s magazine, entertain millions of 
Sportsmen —“manufacture” countless NEW 
Sportsmen every year. 
. . . 


Among sportsmen’s ee Field & 
Stream has been the number one selection of 
advertisers for 34 years straight, every year! 
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Auto Makers Pleased 
With Krug Meeting 
Washington, April 12.—Auto 
industry people brim with con- 
fidence that a plan for quick tran- 
sition of their plants will result 
from the studies now under way 
in Detroit by a government com- 
mittee headed by Henry Nelson, 


WPB and International Harvester | 


scheduling expert. 

The committee was set up after 
a cordial meeting between the in- 
dustry and top WPB officials, at 
which WPB Chairman J. A. Krug 
demonstrated his sincere belief 
that reconversion of the auto 
plants is the heart of the problem 
of carrying over the high rate of 
war production and employment 
to the postwar era. 

Intent on insuring that priority 
on post-V-E Day production goes 
to the Japanese war and to cer- 
tain essential civilian programs, 
Mr. Krug has instructed the Nel- 
son group to determine what tools 
the auto people need to get going, 
and to map out the contract can- 
cellations that would be required 
to free parts producing and as- 
sembly plants. 

The feeling exists that a well 
distributed 25% cut-back would 
clear the way for 2,000,000 cars a 
year, about 50% of prewar activ- 
ity. Such limited production 
raises tue old bugaboo, however, 
of what to do about the fellow 
who must continue in war work, 
and whether or not to assign 
quotas to the other plants. The 
Justice Department is cool to the 
quota system, nor should it be 
imagined that OPA would appre- 
ciate limited production and the 


By STANLEY E. COHEN, Washington Editor. 


i eR Memb 2 * ial 


inevitable pricing arguments that 
would result. 
« ” om 

Issue: Justice Department 
trust-buster Wendell Berge says 
that “private restrictions in the 
motion picture industry and in 
newspaper publishing are serious 
threats to freedom of the press 
and education.” He notes that 
between 1920 and 1942 newspaper 
circulation went from 27 to 43 
million, yet the number of daily 
papers fell from 2,042 to 1,787, and 
the number of daily papers in 25 
cities dropped from 153 to 90. Mr. 
Berge believes that the high cost 


|of newsprint and printing machin- 


ery is an important factor. Mean- 
while Dewey Anderson, executive 
secretary of the Senate small busi- 
ness committee, charges that inde- 
pendent motion picture theater 
owners are subject to “a relent- 


less squeeze, forcing them to 
close their theaters or suffer ab- 
sorption by major producing 


companies and the large theater 
chains.” 


co oe 
Visitor: Commerce Secretary 
Henry Wallace was_ impressed 


with a proposal from Walter S. 
Mack Jr., president of Pepsi-Cola, 
that industry accept responsibility 
for absorbing returning service- 
men on a quota basis. The plan 
has been forwarded to the 
of Retraining and Reemployment 
for the attention of Director 
Frank T. Hines. 
ae ok co 

Success: The medical Wacs have 

reached their 


enlistment goal a\| 


|emergency 


‘successful so 


| 


effort 
“the most 
war for 


recruiting 
advertisers and others 
far in the 


|a specific type of Army person- 
nel.”’ Since general Wac recruit- 
ing continues, with many women 


needed for administrative and 
hospital work, the War Advertis- 


ing Council is incorporating medi- | 


cal Wac copy in the regular Wac 
campaign. 
% a 


| Progress: Two of the series of | 
books on opening a small busi- 


ness which the Department of 
Commerce is preparing for the 
Army—one on welding shops and 
another on shoe repair shops—are 
now in print, and others are near- 
ing completion. The books will 
be available to servicemen through 
special services officers, and to 
business men through the Depart- 
ment of Commerce. A hasty re- 
view of the welding and shoe 
repair books, in the office of a 
Congressional committee, in- 
dicated that they are both concise 
and thorough. 
x co * 

Haste: Now that the 1945 Cen- 
sus of Agriculture is half com- 
pleted, Census Director J. A. Capt 
promises that preliminary data 


by | 


on acreage, crops, livestock, labor 
| and other farm operations infor- 
|}mation will be released by county 
| as quickly as possible. Business, 
‘industry, agricultural groups and 
others may obtain copies of these 
county reports from a limited sup- 
| ply that will be available at the 
Bureau of the Census, or they 
‘may wait and buy bulletins by 
| states from the Government Print- 
ling Office. 

Incidentally, Census and Com- 
merce people continue to map the 
Census of Manufactures even 
though it is buried in the House 
appropriations committee as a re- 
sult of inter-party strife. Long 
discussions have been held re- 
cently on the materials consump- 
tion schedules which will be used 
if and when the money is forth- 
coming. 

* x e 

Control: Latest amendments to 
L-241, the commercial printing 
order, establish consumption 
quotas for such things as: alma- 
nacs, amusement, travel, railroad, 
airline and hotel guides; direc- 
tories, calendars, diaries, appoint- 


ment books, school yearbooks, 
song sheets, sheet music, horo- 
|scopes, pamphlets, leaflets, book- 
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lets, pin-up picture collections, 
and newsletters, bulletins and 
services, including financial and 
credit news. 

* % ok 

Results: By April 7, the date 

when agencies were supposed to 
signify their interest in the Treas. 
ury surplus preperty account, 
about 30 had replied to the 59 
letters of invitation that were 
sent out. Officials expect addi- 
tional replies, but report that only 
about half the letters so far re- 
ceived were acceptances. 

# * * 


Peeve: FCC Chairman Pay] 
Porter frankly admits he is irrj- 
tated because Zenith has ap. 
pealed to the Senate interstate 
commerce committee in a last- 
ditch plea to prevent the Com- 
mission from moving FM upstairs, 
As Mr. Porter sees it, it is irregu- 
lar to bring Congressional pres- 
sure on the Commission at a time 
when it is trying to make up its 
mind. 

% * * 

Retort: Senator Robert Taft, 
cool toward the OPA plan to con- 
trol theater admission prices, 
asked why newspapers were not 
controlled, since “most of them 
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month ahead of schedule, the War | 
Department says, proclaiming the | 


ST. JOSEPH 


ya 


and CHILD 


ST JOSEPH, MO. FA ATE 


a> 
o/ 
ens 


; in the 
eee OUR! STATE of 
from WOOL E: 


PRODUCED Y 


IN 
TORY 


MISSOURI'S” 
3rd bh 
MARKET 


ST. JOSEPH NEWS-PRESS and GAZETTE and KFEQ 


+ 
+ 


TY aie 


a 


= — ‘ 7 
rt . = SS ee 6 : . ity 3 ~ = = 
. Ma: 4 = 5 
a inca ae 
eS ; ™ a 
J fl 
% ee er ie ee 
"tl PC 
re 
_ 
a 
sp ee 
eh ; 
ai CSCSCi*zC ) 
| BP 
‘ : 
ee —_— 
Rs _ | BP (as 
&§ es WW, 
s tm ' se weal + 
, BS. Y Tene 
= ae WW b — 
ee ; ” / Uy {3 4 ~ 4 
3 4 ti yy, Ci mz. 
y 3 é : } , y 
a *, Ue pe geri ~ a 
a” Ge D 4 _ Md ff i a | ‘4 ¢ ta 
4 gs A sarcomere oetas /////. je E Ci iz 
: ; ie - qf wef wits 
Be, én? Hi} vy, wi j i i 
a. i fe A 4 pf ; #; a 4 4 , 
a . ie 5 ; ia , g if 2 Pe ; 4 : 
s s i pd 4 a " Z r pn . a, art .. a tui / pry 4 oy : y ss at a ie od ss ae “4 é . “ j ee | 
ie ee , Nag Due Mie ¢ } Fgh i ge eotota. — at y “i ti j 4 
Be j a . ae ht 7 iy ae ae oa b sms Sane : ae g . > 
sue . ss eae bP . ‘ E mes nf ee ae Witte . | j ee 
 &§ 0 ih. *: ? ie eee ee il ut | & . 
<5 , rs . 2) i ee ni 3 ag oe ae oe q 5 f 
i a ° mS 4 . i a i Be ce gE ye iN » { a, 
me =a wi" * L 2% ‘ ; pe are ~ el wit | 
_ a uate aa ak PES: 4% I me //f > 2 
i we a = taf Me is BP hd pans P “i 4 . oe i, 
i ee *, : is ee ” S, " ft vay. 4 
’ id ds, a . ‘ a “ a or wd 4 i= 
i: se aS zt - : bee. et ae ia J ay , / j 
ew. ee Se es a ae a ha ig Hit 
“4 *2 oe i et” ye £ r “A 7 —~ @ *%, . sig x4 oe =F 4 ‘ hii i, - 
bags *- y? J aye i @ 4 « i Si 4 Tb ih ; 
4 i : MwA ie 4 ‘ air nig je +, - r) wep : ei ve, i a A Misti y £ i | it Mi, B| 4 a 
or as Y os x 4 akg “ ¥ ; . %, io ape “ae Mika i is 0k 4 : . 
| ee he Se hk. Fae 7, a FF Ss se 8 y 
ee Sn ‘ ~*@=—e7% ee és “= 4 6 MS J eee: * a j re ae 
: % . oe _£ LS. a” et . ‘ ‘ AN , ie : ee M — Ag is ~ | 
J a we WT), (iia A —_ a i ni Ps fa” 7 a i Pe, ad = 
\ ' . 7 > ee ; 7 rs * ie tyne # £ i 4 Pr - 
4 ee a hr 7 8 a eee a . i . — Ss . as es | ae _— £¢  £ A ES s , Pe Pe cm ¥ BR 
: 7 : ae - . > ~~, ott , PY ., 4 . Bi, 2 om 4 5 oe ; bi ag wet Bi J ca P . Bx ; 
; ~~ ee a : — ‘ oe A ge eee 1d dalle 4d ; “>, YW am j fe jg 2 Be yy: Oe im ; 
= a <n : is Pie fe afk at —we! (|lUlUUN ‘\ ae im ae y nesaeeidll er _ 7” ‘of ) id a 
4 . q y as GA: A. a - Pot Oe tte hehe: A éF rath ee Ie: . emir. Pes Zz ; F : fy —— a 
‘ _ 1, ars Rt TRA we ‘a a ae i es. i 4 sleet | eee oe 7, Bre cs, a : it i ,.z_ ie 
4 ; . x om Saw eos gat —". oe Pie ee Be = in ih a 7 gas p * Te } MY y= A 
v6 bid > ye aa pi so NG oe, i ae ~ 2s Bis 3. Fos 2 de. ; ' — aad iy ile ae et 
ee —- : ———— — My a 4 tes a Z Whe - 
i x4, ; rs, or = A Ea re iver — ss a ‘i NS ie ts rl sa. , : Be ‘ A 4 Hi hee ia ee” 
~ ae oh 4 a. ta5 - ao Ye vA + —_ Ee > er 8 Ay ‘ acl BY | : . i bind Mr MY rE. ge 
‘ tr ‘yw “ a * im << > ee us E = Bi -. Teg Bs ‘ ee , / us. f 4, : Ea 4“ j i] 4 of apse | 
—— a 5 i : . ee { aa ‘ ‘i, Pig 4 _ 4 ; ——- Ft p j » ee 5h ta 
AZ) a ai _— - ; — an Es * 4 Ode 4 % 5 Me 7 2 : ‘ j see (eee nee 
0 as I —— a ee er | . cL _—_ i \ = on i Whey 
: 4 ai i. ae 7 i. Pat ne oa - dé? 4 ’ . = f Oe ies is y My , = - A - anal , 3 sd Ain y cS : 
: 9 Pret. y By . De al <«,¢ i ™, - IN yg ‘ti, ; i ite - - x wa 7 ‘ 
vs te i an a abe! - Ky << . , tay ‘ y i ” —“ . di a , + 4 4 
—- Ae a eS i A, «an Boe a5 fea 4 , eas “2 3 . , 
= a % ape we. : oe a O N b p * % ¥ e oP re " { eae a Be a, ih Qe 
FF ~~ 4 oe Oy oa ae “ = Pedi , | aa 
| ’ “i . r é 9 & (\ N AIR of 6 ‘a | —. £ & oe Y a . oe = N ~ \ \ 
Cae) \ Sy WOOL & 4 To) / pi OG 
Pg At, | : i. a, ' Wess ihe te i ‘ 4 | ; 
mes : Ghd. 2» % WS S O im me he 7 ames \ ; 
7) Af) > , 4 Nis y th - Me” 4 y % e. ’ ; 
Bike. VR) Ie PONY) KS ga — é co 2 oe ga. S 
F . 4 i” ‘ ‘ 5 EE, tins —e a ge ¥ f o. a 
; ; y f for EVE RY MA N » Ls. By { : s pees in » és agi ys fa anu . he a 
4 . ’ Mae > ficial = Aig i . ea be es 
| WOMAN % BB - | ca Sea — 1 \\ ot 
-_ Pe 8 Be i =a | oS ~ \ eo 
| Be er ee i Ba : 3 
: s a eit, 4 9 \ 
’ 4 q "a ee as . Ga" te ys t: : Fi, i 
Gabe 7 ff 3 fe f p ; bi 1 pe 
we. 5 Bam s Rie! " 
| a is | *& 
, f % e ¥ ‘ A 3 ,” \y : 4 
- tiie) 4 é th as Ea * “4 4 
on? a ae a. a Foes fo . 
es — so fo in? ine | Ji’ 
: len s | =z yp’ ae © } ‘ i, Ps 
' —— _ ee y , Ue hae y » | 
~ ey ma ——— 
en Za ga = cali, 
‘ . <2 : Ra rg 2° 2a = = # = 
> . = y ys i x = = 4 = mee y), 3 j 
mm, © o. Se — Be 
&g jl Al i i, a ~~ 
; Se EE i { MC entan 
gz, oz 
{ 7 
i a 
¥ 
f ry 
ox: 4] | 
- . 


Advertising Age, April 16, 1945 


have gone up 40% 
war.” Countered OPA chief 
Chester Bowles: ‘““Newspaper 
costs are a minor item in the liv- 
ing index.” 

* * co 

Project: Best Congressional pub- 

lic relations job we have seen is 
the bi-monthly “newsletter” 
which the Patman small business 
committee of the House sends to 
members of Congress and news- 
papermen, outlining the progress 
which the Committee is making 
on various investigations. 

ae * x 


Break: Business men may now 
travel to Europe on commercial 
planes and vessels, avoiding the 
unpleasant inoculations which 
are compulsory for those using 
military planes. Priorities and 
other details must still be ar- 
ranged through Department of 
Commerce field offices. 

ue * * 


Trend: Commerce employes 
hasten to please their new boss. 
One unit, for instance, is gather- 
ing figures on the importance of 
travel and investments abroad in 
creating exchange with which 
other countries can buy U. S. 
goods. Another is organizing a 


during the|meeting of trade association and 


Commerce officials to discuss the 
number of jobs that can be cre- 
ated by foreign trade. 


8 * * 


Revamp: Five-cent candy bars 
may be more plentiful. The War 
Food order reserving 50% of 
them for the military has been 
lifted, and the armed forces are 


now left to buy in the open 
market. 
ok * * 
Test?: It will be interesting to 


see how Montgomery Ward takes 
an FTC order requiring the firm 
to print cautionary statements in 
its laxative advertising or on 
labels. FTC said a cautionary 
statement printed in Ward’s cata- 
log was not sufficient because it 
might escape the attention of 
many. 
* co * 

Addenda: His Majesty’s Station- 
ery Office (equivalent to the Gov- 
ernment Printing Office here) has 
sold 10,000 copies of the January 
Byrnes report on mobilization 
and reconversion, at a_ shilling 
each. .. . Only 38,000 mechanical 
refrigerators remain in the na- 
tional stockpile.... Senator 
James Murray, of the Senate small 


business committee, believes that 
100,000 new small businesses are 
needed in the construction tield. 
... ODT has drawn a program 
for a record production of 1,063,- 
000 trucks in 1946 to replace ex- 
hausted equipment. 


Name Principals of 
Expanded Buffalo Firm 


Principals of the newly ex- 
panded advertising agency, Bald- 
win, Bowers & Strachan, Buffalo, 
will be William M. Baldwin, 
president; Everett L. Bowers, vice- 


Baldwin 


president, and Kenneth Strachan, 


Bowers Strachan 


treasurer. The agency is a con- 
solidation of Baldwin & Strachan 
and Everett L. Bowers, Inc., both 
of Buffalo, and offices will be at 
374 Delaware Ave., where Bald- 


win & Strachan has been located 
since 1934. 

Account executives will be 
Howard R. Keating, formerly with 
the Bowers agency; George C. 
Doherty, public relations counsel, 
and Edward S. Reeves. Produc- 
tion manager is Roy S. Runk; art 
director, Peter Van Scozza, and 
radio director, Jack Higgins. 
Other board members are Herman 
S. Hart, secretary, and R. J. 
(Chris) Schutz. 


Two Join K&E 


J. Henry Rich, formerly with 
the Florida Citrus Commission in 
a merchandising and sales promo- 
tion capacity, and Carter R. Jones, 
previously with Sherman K. Ellis 
& Co., New York, have joined the 
copy staff of Kenyon & Eckhardt, 
New York. 


WKAT to Mutual 


WKAT, Miami, on June 15 will 
replace WFTL as a fulltime affili- 
ate in that city for Mutual Broad- 
casting System. Owned by A. 
Frank Katzentine, WKAT oper- 
ates on 1000 watts, 1360 kc., with 
an application filed with the FCC 
to increase power to 50,000 watts. 


War Loa ; 


. 
7 


4 


, 


the first subscription to get is your own! 


4 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


If every advertiser already has aid definite pid for Ap vorting the 
Seventh War Loan, them this reminder is mioney thrown away. This drive 
fi delianinds the combined ue of every advertiser in every medium. Four- 

teen billion dollars must be raised, half from individuals—a new high. 
| Only aiveritshls cant sell such a bill of goods, just as it always has taken 

advertising to, 306¥¢ other commodities in big volume. We hope you’re 
away Noi f us, but if not, make your plans now to boost the Seventh 


all the way from May 14 to June 30. And don’t forget that 


MILLS AT HAMILTON, OHIO ... CANTON, N. C... . HOUSTON, TEXAS 


Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


NEW YORK - CHICAGO: PHILADELPHIA - CLEVELAND « BOSTON « ST. LOUIS - CINCINNATI - ATLANTA 


IMPORTANT! 


Paper is a Number One 
war material shortage—be- 
cause over 700,000 different 
war items are wrapped, pack- 
aged, labelled, tagged, or 
made from paper or container 
board. And the Pacific war, 
when it speeds up, will re- 
quire stupendous amounts of 
paper and board since double 
and triple packing are re- 
quired for protection against 
weather, insects, etc. 

So please— 

1. Share this newspaper 
with friends since fewer 
copies are printed, due 
to the paper shortage; 

2. Then put this paper into 
paper salvage; 

3. And look over your 
store room to get waste 
paper of any kind to put 
into paper salvage. 

Then you'll be doing an 
“extra” to aid the war ef- 
fort—and to speed victory. 


Bureau Issues 4 Cards 
Plugging Newspaper Ads 

The Bureau of Advertising, 
ANPA, in line with a program of 
promotion to retailers launched in 
1941, has issued the ninth series 
of mailing cards for member 
newspapers’ use in promoting the 
value of manufacturers’ advertis- 
ing in newspapers. The four cards, 
33 to 36 in the series, are for use 
during May, June, July and Au- 
gust, and discuss retailers’ prob- 
lems in newspaper terms such as 
circulation, banner, by-line and the 
newspicture. 

More than 800,000 cards have 
been distributed jointly by the bu- 
reau and the Newspaper Adver- 
tising Executives Association. 


WARTIME 


CULTIVATION 


for PEACETIME 


S-A-L-E-S 


Covenace of sta- 
ble markets for pres- 
ent and post war 
sales is a wise sales 
promotion invest- 
ment. 

The rich markets of 
Richmond and Vir- 
ginia, covered by 
Station WRNL are 
stable markets. 


The facts 
prove results. 


below 


@ 70.8°/, OF THE NATIONAL 
ADVERTISERS ON THIS STA- 
TION ARE RENEWALS. 


©@ 88°/, OF THE LOCAL AD- 
VERTISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don't renew 
contracts unless the me- 


dium they use ‘'pays off'’ 
in results. 


RICHMOND @ 


VA. 


NIGHT DAY SIOKC 


+**EDWARD PETRY & CO. INC. MATIONAL REPRE 
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1933,” or something ominous, like 
“as it might look if the Brother- 


ee 
a 


; hoods ever carry out a strike 
ios threat?” 
; eee OT 7 es Or could this be the “sleepy 
EE Se Sas oe th arene in i Ulta at — road bed” on which the famous 


This department is a reader’s forum. Letters are welcome. 


Chessie snoozes like a kitten? 
I’m just an advertising man, so 


; 4 d ments and if so, here is one All of us every day must keep | , tf 
Claims e Zone First | more letter to add its weight! hammering home the importance | iyer Bo you? = oy oe ae 
To the Editor: Apropos the/to the work that you are do-|of marketing research, and as "ennere Ray Connzas 
story in the April 9 issue of your|jng so that some of the paper | president of the American Mar- Philadelphia ; 
publication regarding the use of stock that is now simply resting|keting Association, I want to add) [ggqitor’s Note: This empty 
zone numbers in connection with|on the shelves, as it were, can|my word of thanks to you for | right-of-way. was the subject of 
mailings, I should like to submit) actually be put to use without|this splendid expression concern- 


: te a pungent comment by the Crea- 
what I believe to be the first hotel tive Man in the March 26 issue.] 


penalty to the publisher and thus|ing marketing research. 


credit card which includes the) really effect a big saving at the DonaALp M. Hosart, 
zone number of the hotel. The) mills. Curtis Publishing Company, 7% 
number is printed prominently | Ciara R. Lacey, Philadelphia. Asks Change in 


Secretary, Industrial Publica- 

tions, Inc., Chicago. 

| [Editor’s Note: The WPB is 

‘now permitting use of overweight 

|paper, charged to the weight the 
i Teed | publisher is using, provided an 

Publishers May Use ‘appeal is entered and specific per- 


Summary Listing 

To the Editor: In the spring 
of each year you publish a sum- 
mary of the leading advertisers for 
the year just passed. In this sum- 
mary you show Gooderham & 
Worts Ltd. 


for the LaSalle Hotel, Chicago. 
Ep Deuss, 
Midland Advertising Agency, 
Chicago. 


along with the city, on this card| vewyY 
| That Gleaming, Unbusy 
Railroad Right-of-Way 


To the Editor: Would you, kind 
sir, glance at the attached and 
see if you can recall ever having 


. mission granted by WPB.] seen a railroad right-of-way | ¥! as a subsidiary of 
Overweight Paper eer which looked busier than this? a My egg eager 
: . ~ ; ie . . j he ! ts ? 
entitled “Some Unused Book Pa- | Praises Research ‘Editi = fi, ard, now! Have You) Gooderham & Worts Ltd. is a 
per” which appeared in the April| To the Editor: The editorial} Do you suppose the layout man, a iawn att incorporated 
2 ADVERTISING AGE undoubtedly |on research in the March 19 issue | after lettering ‘“World’s Busiest |U2er t ‘th Hit of Delaware. The 
caused many publishers to say |of ApverTIsING Ace calls for en- | Highway,” inadvertently omitted — wit Hiram Walker & Sons, 
“Amen.” Perhaps some have even|thusiastic comment on the part|a subhead . .. something nostal-|Imc. is purely financial. There is 

written you voicing their senti-|of every marketing man. |gic, perhaps, like “as viewed in|"° business connection. 


Another company which has the 
exact relation to Hiram Walker 
& Sons, Inc. you list separately. 
This is Jas. Barclay & Co. Ltd. In 
future listings would you please 
list Gooderham & Worts Ltd. 
separately also, just as you do 
|Jas. Barclay & Co. Ltd. 

Frep L. FISHER, 

Advertising & Merchandising 
Manager, Gooderham & Worts 
Ltd., Detroit. 
[Editor’s Note: Figures shown 
iin these annual summaries are 
|prepared for ADVERTISING AGE by 
|Publishers’ Information Bureau, 
131 E. 10th St., New York 3, and 
jare printed as listed by this or- 
| ganization. | 


PORCUS pays check 


Porcus: Why fight about who’s going to pay the bill. I’m 
taking care of that. 


Ady. Mgr.: Preposterous ... who ever heard of a dish paying 


for the privilege of being eaten? 


vey 
Campaigns to Keep 
USO After the War 

To the Editor: We on the staff 
of “EM,” weekly newspaper at the 
Big Spring Bombardier School, 
|have what we think is “the birth 
|of a notion.” 

This publication, one of the 
brightest service newspapers in 
lthe nation, has launched a cam- 
paign to keep the USO alive after 
the war—to establish that organi- 
zation as a permanent center to 
serve ’teen-age youngsters. 

Once the staff originated the 
idea, it began sending editorials 
from this air base in the West 
Texas range country to daily news- 
papers throughout the nation. The 
St. Louis Post-Dispatch saw merit 
in the plan and plugged it with 
a two-column editorial. The New 
Republic advises us an early edi- 
tion will champion the plan and 
the editor of Commonweal also 
has pledged support. 

S/Sgt. Dale Francis, editor of 
“EM” and former Dayton, O., 


Porcus: You overlook the fact that I’m not just an ordinary 
pig—I’m a product of Iowa. I represent the stabilized 
wealth of one of the 20 biggest cities in the land. 
Wealth that contributes an important share 
of the profits your companies earn. 
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fe: 
amemean @) nanncans 
; Ad lnited for Victory 
BUSY?—This “World's Busiest High- 
way" ad needs an explanatory sub- 
head, Reader Conners avers. 


Journal-Herald reporter, urged 
military personnel to send copies 
of the editorial to editors in their 
home towns. Now the campaign 
really is snowballing. 
Thanks for any consideration 
you can give us, and thanks also 
for the swell Pony Edition. 
Pvt. Hers TANNENBAUM, 
Army Air Forces Bombardier 
School, Big Spring, Tex. 


, 


Likes Pony Edition 


To the Editor: Yes, I like the 
overseas edition of ADVERTISING 
AcE. It reaches me periodically 
and I especially enjoy the columns 
you call “Getting Personal” and 
“Personnel.” 

Having been with Compton Ad- 
vertising in New York for five 
years before being inducted in 
1942, I find that your overseas edi- 
tion serves quite adequately in 
keeping me au courant in the ad- 
vertising field. Keep ’em coming. 

Sct. RAYMOND E. JONES JR., 

Ordnance Dept., c/o Postmas- 

ter, New York. 

v v v 


Smith Booklet 
Reaches ‘Prospect’ 


To the Editor: We were quite 
surprised and upset, upon reading 
your article in March 26 issue of 
ADVERTISING AGE, to see our name 
listed as one of the companies 
which had failed to respond to a 
request for a copy of our postwar 
booklet. Inasmuch as we have 
received and honored over 120,000 
requests for this booklet to date, 
we would like to check our rec- 
ords and see, if possible, why the 
booklet was not delivered in this 
particular case. Would you, there- 
fore, be kind enough to let us 
have the name and address used 
in this survey? 

We receive requests for our 


booklet at the rate of 2,000 or 


TRY 


. Mgr.: Pig, you talk as if you came from 


Covered 
by 


THE DES MOINES REGISTER ann TRIBUNE 


THIS ON YOUR PHONE 


=a s Angeles. There’s no city in Iowa big ' Porcus: Marketwise urban Iowa is a city be- quick, sure woy 
enough to rate among the first 20. ™ cause The Des Moines Sunday Register covers 
over 70% of its consumers, retailers and to the complete 
Acc’t Ex: Wait a minute, Porcus here is right. > * wholesalers. Saleswise, urban Iowa is one of and economical 
> the first 20 cities because its income, popula- 
Porcus: Of course I am! © _ tion and purchases make it that! handling of 
siilieiies . . . Write or Phone for your production 
Me tropol ita hi lo wa ———a OO 


—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


et 


- + You will find 
it a satisfying 
number because 
it opens the 


A STATE-WIDE URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Ad-Setters - Engravers + Printers 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


400 N. Rush St., Chicago 11 * Whi. 2300 
DAY AND NIGHT 
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over a week, and it is therefore 
logical to suppose that a short de- 
lay would occur before the con- 
sumer receives it. However, we 
are reasonably sure it would not 
take six weeks, and absolutely 
sure that no request has ever been 
ignored. 

EvELYN M. Barry, 
Advertising Department, 
Alexander Smith & Sons Car- 
pet Company, New York. 
[Editor’s Note: Smith’s port- 

folio of ideas for the postwar 
home reached the “prospect” in 
Chicago March 26, and its arrival 
was noted in the second story of 
the coupon mailings series in the 
April 9 issue of ADVERTISING AGE. 
AA will be glad to mail to any 
advertiser the envelope in which 
his material was originally dis- 
patched. ] 
7, 

Misses Radio Ads 

To the Editor: In a letter re- 
cently received from a young ser- 
geant in the ground forces of tne 
Army Air Corps, somewhere in 
Belgium, the following paragraph 
seemed to indicate the effect of 
advertising on at least one of our 
men in service: 

“There is no advertising over 
A.F.N. nor any of the British sta- 
tions. After a while one really 
misses it. Just to hear a Pepsi- 
Cola jingle would satisfy.” 

This statement to me, as a sec- 
retary in an advertising agency, 
was very interesting, and also 
thought you might enjoy see- 
ing it. 

MARILYN HOLgqQuIsT, 

Carter Advertising Agency, 

Inc., Kansas City, Kan. 


ee 
The Pen Is Mightier 

To the Editor: Nice goings on! 

Phil Baker gets only-the-Lord 
knows how many dollars per week 
to persuade people to write with 
Eversharp. 

But, when Mr. Baker has to 
write a letter, what does he do? 
He types it! 

But it was thoughtful of him to 


et 


cont 
wee % i, 


sign his name by hand—with what 
hope was an Eversharp—in this 
Collier’s back cover ad. 
STANLEY Moss, 
Moss & Arnold Company, 
New York. 


Associated Studios 


Sponsor Art Talk 
Associated Art Studios of Chi- 


Cago will sponsor a discussion 
meeting, open to all connected 
with advertising art, at 7 p.m., 
Wednesday, April 18, in Room 


1630, 104 S. Michigan Ave. Guest 
Speaker will be Frederick W. 
Boulton, art director of J. Walter 
Thompson Company, speaking on 
“Creative Thinking in Advertis- 
ing Art.” 

Associated Art Studios of Chi- | 
‘ago is a non-profit organization | 
Composed of about 25 Chicago art 
studios, which maintains display 
Space and permanent headquar- | 
lers at 104 S. Michigan Ave., and | 
which hopes to enhance the merit 


of Chicago art and its apprecia- 
tion, 
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‘Digest’ Plans Finnish 
Edition with June Issue 


Reader’s Digest, with the June 
issue, will publish an edition in 
Finnish, the fifth foreign language 
in which the magazine is printed. 
To be published in Helsinki, the 
print order for the first issue is 
50,000 with a guaranteed circula- 
tion of 40,000. 

Combined circulation of the 
Digest’s foreign language editions 
now totals 1,501,858, broken 
down as Spanish, 776,301; Portu- 
guese, 287,457; Swedish, 295,595; 


Arabic, 102,505, and Finnish, 40,- 
000. 


Blue Names Withycomb 


Donald Withycomb, manager of 
the international division of 
American Broadcasting Company 
(Blue Network), in addition to 
that position, has been named 
Washington representative to serve 
as liaison between the network 
and the government. Washington 
manager for the Blue continues to 
be Kenneth Berkeley, also man- 
ager of WMAL, Washington out- 
let of the Blue. 


Stevens Hotel Appoints 


The Stevens Hotel, Chicago, 
member of the Hilton chain, has 
appointed Mithoff & White—Ad- 
vertising, El Paso, Tex., agency 
for the chain, as advertising coun- 
sel. The agency has opened a 
Chicago office to handle the 
Stevens account, 
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Pesco 12 Years Old 


_On the occasion of its 12th an- 
niversary, Pesco Products Com- 
pany, Cleveland, division of Borg- 
Warner, has issued a souvenir edi- 
tion of the monthly “Pesco News.” 
The issue reviews Pesco’s history, 
its war contributions and its fu- 
ture plans. 


GIBBONS 


ABVERTISING 


TCRONTO MONTREAL WINNIPEG 


KNOWS CANADA 
J. J. GIBBONS 


BAY STREET. - TORONTO 


REGINA 


LTD. 


MERCHANDISING 


CALGARY, EDMONTON VANCOUWE 


® 
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Be ee ‘ee 


Drawn by EDw. A. WILSON. ‘‘Ranging the Maine Coast” 


A WELCOME BEACON 


Paper, one of the most critical war materials, 


must be conserved until the shoals of war are 


safely behind us. 


Yet the very wartime restrictions have done 


much to strengthen the paper industry. They 


have brought mills, distributors, and users of 


paper together in a note-worthy spirit of co- 


operation. They have highlighted for the 


buyers of printing, as never before, the ver- 


satility of paper; the importance of choosing 


the right paper for each individual job. 


These gains are a bright beacon for the 


days ahead . . . they point the way to clearer 


sailing ahead for the entire paper industry. 


International Paper Company, 220 East 42nd 


Street, New York 17, N.Y. 


, INTERNATIONAL =~ 
PA PERS .:%: bing 


A ? a4 
Vi Concering 
O 


nt = Suge a a aS . _ 
3 : , s : 5 3 Ei 4 : = . as ine = s J ? aN é ae 5 7 ce 
Lom Fe Se hea a ee pes ena IS f . ~ . ee 
2 a Dia as hs, * 
5 ie % 
> * 3 
Uf 
a 
= 
a 
. 
| - 
d | | — > : 
—t. | - 
-_eeeooo—.—_—<—=_ LL 
ane 
reat 
oh cone 
—y 1 
otenee. 
wai 
a 
ligh- ie tins 
sub- / 
Del oe ac S's silyl ec Z : : . ’ mee 
Si dai. ts bes ns Rt oe aim tlie ie Mia wis "See ash a Be Dee © » NEE ye ss 
—— Sage se : : siti te, DO ety) Ss P r 5 Rear | oom 
oo Pe PN ee ke 3 me? 4 a ote 2 se Si , A , é ms ae , 7 a eis ee be 2 oh ey 
. ; Be Re a eR ine ie OREO are eae eet 22 per ee ee: Re oP St CRM eda Pele ine PID * clot Ha ws as a ee Pee : air tell eee eh ieee ale 
rged BE ee ee a iptpbtints. Pecks Sin, See CS A eae ae aa Sih oF * errs, iiaies: 
CRORE ce nt ae Bi OS RR eee nd! on 4. 
pies LT ae Oa A Pi ok Sn MR RR oc CRE TS Set Pl Ns 1 SR ps Pas hyde AT | * ft Wig een ens 
hei ene 5” NMR eam aay hg Re ere) Pama ae ema a 8 eS RM ra 8 : Se 
their fa 05 NMR es Se gi oe A eae Te ae he ae 
\ * oe on Se ‘SS Eh (= s pose Servo eo shies Ve be ree ea : 
algn ia er “ee Mae Oe, a eae ete 
Le Pees PN pcraree |S 3 es, weer ermeeiats, meets a. fy rere PA Mea > te Mit Yo ve oc eae hy 
ei || ee eas” ee SERN Re gi ee PER oe Minow gt KS Sema gg LS 
f CO a eee ee Ee. a SERS aa es Mane ale Rag Oa eRe ana et  a ye ee Erk EO wee ee 
p es si ge iat fais eee a Sy Se ay OR ee ee fy Sa, age Ns ay Ge Ve ee eae SEAN ee 
ation a EO EPR i Ra Bee a | eS! ec IR tet Pa ee A fam ating hs.” Ae tea Fog geek Oa OM a a 
fo PRY Seer = mae ieee ss 42 ogee < Le ae t's i ae ‘ at ne ER ah SS ie she isis 2 = CS. pt ee ee 
also . ree barat ee of OUP ge ede ST ° See net aa a x 4 ¢ fn ware thy ; *s eS : an Oy as on i Ee a = Pon, 
a eee t $ es wae. ee Ce Mie Re cet a RT geet ON BRS Ss rie sh eee a ee ne pee << eR. epg SSN i Od 
pens 2-3, Ee A, all oe ane. ees eR ee Re he et ne " ese oe 
aie: Sig i See Me Pie hy OR Re Oy ae Sap a mee ER 6 a rea ed oy ees baie i ale aia a 
M (sah gees ma 4 We deel RO Li ee iin by ce gl i ea ir COREA a a SS Bids be eave fe. Bes eg BOE ais aes 
’ PU BO ge OR aE OL, Can FECT AE EOE, OEE cee? DEE Sea E CT RI | Re eee ee Be Ss ae ade eee. 
COR eM Ie eee, ee EMME Oe GA. Gs RES AREER AS ee he be RB ES SO oe ge %. i ae ag Seas 
soa ge Re A 7 ee age are ook OPE ae ee ee ee Raties ns enh os) a ee he "heme SeNe ge Sac a £ Be aig t 
jer yok ge) 0h al et aa i eee i otal ae il Penes pies fo. Se A hace Sa by 23 aM” Slike, a eee ae ie 
| DL jie 58. 2g ORME PT SO Re ee ee tees ET I ee gO Ga es fais ola 
~ = ' | Nags pe ae. ee Pa si Mena Stn kee. a i. akan aes 3 can Ses aur ia, ~ A, ot Be 3 hs 
agi yt a Per es. ert Me at aes ae ee ee cee Be ts erg Nits Re OF PORE Tip RLS 
ip i A PRE gps Se aie PE a i ee Se OES tees Ase: Wade hes oi tae Ben cael igh ok Bg Sy ec Lreaoee 
| TE 2 RM ie Ra 5 a ic Sore % ns oR ee eee AS oe Sims aes ‘ eis Pes at BT ES ip geo, a > tem ‘cs ayes hie et 
a Se ee, aa PO RRB NU GMia 7. 8 ee ee ee ayia Fa a 5 ois opal cea ee tt a a git ie a Pg: KEP pie: 7 
se seh ea Mea Beith a |” ao A ea eS ee eee eect Care we re ee Sei AW a ence Ny 
3 ° as ae ts Blas ca Bi Ph Bee Sig eyes wees oe Cad : FR gaa Me © hs as Pee Si tai a, Sy ge ac ey tasty a; Sees 
; or sss eat es ee OME Me 8 san Ae bie 
| | ee eae ll eae Oo eae bo 
( Peet. Gia ey sci tiee ae STP ke Sie oe te ; : ey ae i si 
| . ae cM oars Fontan © be eae si 
ae ah oe 8 i oe hE ets “sa ‘ SEs ge ; ey 
| ‘@ 7 r! be . 
| bi ok . Fo as ve 
| : es “ ‘ shy eZ Lae ha a, — , be Tl 
ae ee. ne CS Pe, ae Sig rs le ae ig ills = Sailer Nh ie aii Tae ie te “hiss 
| a ee ae sei 
| par eo / ee: ‘ eae ee ° ie ete 1 5 Dig Wig, Ra ereine AE cree 
> aS Athy Peo $s “ig Seo i a Ete 2 : oa ; : * ae uA 
ae mate Laat 7 ig 6 GEE TERS - oe et fi és fo ob al, 365 ie, ‘ BRS sie Pe . \ mites’ Sr: 
ie Ty. eae i ie pee Bec. i ; ae ies. —" keen: 
ih pees, ‘ ila e ap C2 ee Bae el cially awe 2: pose: ai Ne = Sta 
Stee ee aes i — soyapelagt ineeee , : t | Se es a Reg MEG ME ES ae an, tA OP RE pbc as 
ie gies Kaki : aes ie Sees 8 a dl es Me 4 —— Seek ee i ee ee eo ee ; se aa ee seein 
2 6 ye J : pe eect Oo I ell , 2 SE eee: Sea ore OR a . 
a Oe Se aes ee Pre Geg se eee 
ae, ON og ey cei oe Sei ‘ fo 3 Ps EE ge ee eR a Ree ery 
ee A eg ae A Se ile ee EES ty ea Page ee ae a E a foe al shad Se BS ee eae Ae 
re EE Mies 2 es eRe ere ‘ete bac vee ie a 3 es ie, heed er Soba. id iba - 
ie Be nna CE rg we cr termameae Sus! io eon oe eS vb | ae : aay: Fs Ae EE Ay ne fo tee Se : 
SR ae we ee oy, a an. ae ear Witte ge: . 
2 z : : i ol ie es ke Ps A Fe can tranpen”. 16 Be — oe ee _ re i 1 3 Aw a 
a , pot = = eS ie Be ee SS igegee Be, ee fF ee 
° : es e ; 5 ie i een. Mae co spl mer) lll! Re ae =a oy ae REO As 
5 a ial ee, ae ieee : fee 8 - . 4 .. > ae | 
; or 4 2, ae oe i ee s: Es. Pi gee at ; ‘ ee y if a 2 a 4 a be oe . PL ee 
cs a ee = a ae lie : eo aN ce | ea ese... ae 
ww oes" ie le eee ee = e sr ae a 44 ease $ eb A yee ae <a me Age ids oe ee Re v 
; wat ae a ges “ee spe Nie. al * eg ee ol one is ys oe 
at ve ee sf : Ne ; «itp. ee a ger eee: : ge = 
: "Spi oe eee a ee 2. & ee 3 — eT re eae: Pe i Coe a ae 
‘ gos VE" es s\n ee i te. ae ee oe Se ea tae. ee ’ a kala ee eee ra ee: 
. ont r i , a Siok, aie r a ot hy 5 CSch oa AS wre - ae : 
he a $ 5S. ae ® ba) a oe + : Re : OD RS Wie pe ee D LS Seren a +e; er ‘ re 
vere” wie —_ i. GR ie i as sig: Oe ae ; see a at as ee ee is ‘ “‘ Eee ; 
ee a ae. a oes ie 
<onet oth wer ee eas) SO omen i ’ ‘ 7. - Ui eee hf “ne 
wn at ee ee OO ae ant AS So PE ee a “tie, i i Bie . pa Aiea es én = a a : ; ais - 5 Pr Cie eyed fm eee 
» ue —_ & eon, ee met © E , q i <a 7 $ : ‘4 si Pre 
wt BS G8 et eo oO on # Bice 
| » 2 = 
ph. SS per 
, -_ o% al 
- = 
r ree , 
iy Os Sk 
n this ° °o ah 
let us 
; used | 
: ie on 
r our Stigs53° 
- aie 
00 or eee ca 
‘> iol 
— ee ee | 
* - 
ee | Se ee gil 
ia .. 
| eee 
| ee : a 
i — ee ‘ 
find _ 
ing ee ne # 
te 
ause 5 pe 
ee BS 
the nes 
way eee ors 
” a 
of | eee ee : 
! ii" . a, 
. ' 
nts. - Pe 
\ : ae - 
any vied 
ADVERTISING | PIN ern cost: “4 and ; 
sce at 1° jrers DBP 
Agency setv*® ists a pesire sms m . 
idea geo parertisiNS: oe Booklet : 
you gend my. 
produce nts. je 
- B A 4 E R | : 
i " re 
5 P 
“£3 ap | 
p~ “a ws y 5 . : x a” \ i : ? . bs 


f2 the yea. ahead 


JVretty 
as a | 
picture! 


Diegos tales outlook 


This “pretty picture” is based on San Diego’s outstand- 
ing year ‘round tourist attraction, expanding agricul- 
tural and fishing wealth, industrial growth created by a 
half million county population, strategic postwar naval 
and military installations and a reputation for a substan- 
tial population increase 
every census since official 
figures were available. 


Include San Diego in your 
future sales plans. The 
Union and Tribune-Sun 
will help do the selling job! 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle 
Portiand « San Francisco « Los Angeles 


TRIBUNE - SUN 


Union-Tribune Publishing Co. 
San Diego 12,California — 


" ne 


—Tennessee Conservation Dept. Photo 
“First Monday,” traditional day for horse-trading in Middle 
Tennessee, reaches a grand climax on “Mule Day” at Colum- 
bia, when the largest street mule market in the world is held, 
with mule buyers attending from all over the U. S. and many 
foreign countries. Hamstrung now by the war, “Mule Day” 
is still kept alive in “First Monday” in county seats through- 
out the Nashville area, with court house squares and side 
streets clogged with farmers’ markets. This booming agri- 
cultural area is thoroughly covered by Nashville’s two great 


newspapers. 
NASHVILLE CITY ZONE POPULATION...... 257.726 
NASHVILLE MARKET POPULATION........ 920,843 


‘enti ee | 
Nashville Banner the Nashville Tennessean 
4 EVENING MORNING SUNDAY 


NEWSPAPER PRINTING CORPORATION. ACENT 


ep Represented by The Branhawm Com p any 


GAPE! VEDI, 
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Tell Progress of 
Selective Dealer 
Plan for Hotpoint 


Chicago, April 10.—Advertising, 
quality dealer selection and mar- 
ket research were cited as reasons 
for the success thus far of Edison 
General Electric (Hotpoint) Ap- 
pliance Company ’s “Selective 
Dealer” plan, by company officials 
'who addressed a regional and dis- 
‘trict managers’ meeting here 
April 6. 

Ward R. Schafer, vice-president 
in charge of sales, pointed out 
‘that the appliance industry is 
“entering a new era during which 
/it will go into an expansion-of-use 
| phase undreamed of 10 years ago.” 
; “Our job is to embrace the pres- 
|}ent opportunity to choose the out- 
|standing retailers of America,” 
jhe said. ‘We are aware of that 
 cmmnantanite and will act upon it. 
|Getting the right retailer is vital 


ito getting the right merchandise 
,to consumers. 


We know the type 


‘of dealer we will want and have 
| made studies and plans to get him. 


I am happy to report that a great 


|amount of progress has been made 
|since the first of the year On our 


selective dealer plan. It is prog- 
ress based on advertising, quality 
dealer selection and market re- 
search.” 


Booklet Hits Peak 


Harry E. Warren, advertising 
manager, in discussing Hotpoint’s 
advertising objectives, said knowl- 
edge of customers is placed at the 
top. “As manufacturers we have 
engineers who design the best; as 
merchandisers we must have re- 
tailers who serve the best. Our 
ultimate aim is to please the 
American home,” Mr. Warren said. 
He added that the “Your Next 
Kitchen by Hotpoint” booklet has 
passed the one million mark in 
sales, and stands today as the 
most successful operation of its 
kind in the company’s history. 

The place of market research in 
key market operation was demon- 
strated at the meeting by G. A. 
Rebensberg, manager of the com- 
mercial research division. 


Advertising Age, April Ib, Ivy 


Mr. Rebensberg said: “The or- 
ganization period right after the 
war, when building for a strong, 


\flexible and efficient marketing 


system, is the ‘soft’ period. Mis. 
takes will not show up until com- 
petition is again keen, then the 
need for market research and 
strong organization will become 
apparent, but it may be too late.” 

He said that a manufacturer 
must be strong in the large metro- 
politan areas, in large stores jin 
those areas “which form and con- 
trol the buying habits of millions,” 
The prestige of large stores in 
their. communities is well known, 
he said. 


Says Many Need Help 


“Many large stores are veritable 
market research organizations; 
others, now climbing into top 


positions, must be helped and ad- 
vised,” he continued. ‘“Depart- 
ment and home furnishings stores 
are always strong local advertis- 
ers; they carry on vast sales pro- 
motions, and they keep constant 
activities alive to bring ‘product 
exposures’ to large numbers of 
people. For them, nationally ad- 
vertised goods mean ‘pre-sold’ 
goods. Most of them promote na- 


Don’t restrict your effort in the 
Booth Michigan Market! When 
you prepare your next newspaper 
list, remember that the Booth Mich- 
igan Market is not only one of the 
most active markets in the country, 
but that it is also a big market! 


trading zone population of over a 
million, seven hundred thousand 


The eight Booth Michigan News- 
papers reach a total city and retail 


* Don’t Fenee Me In? 


tion of Booth Newspapers is over 


three hundred and fifty thousand 
copies daily. 


Even today, under wartime dif- 
ficulties, you can promote Booth 
Michigan Markets with a minimum 
of schedule restrictions. 


* 


For more information on Booth Markets, ask 


Dan A. Carroll. 110 East 42nd Street. 
New York City 17 


John E. Latz, 4:35 N. Michigan Ave-- 


persons and the combined circula- 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Chicago Il 
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“~ by “an Ta eve”. 


Time out...relax and enjoy 


SQUIRT. This grapefruit 


drink will always be a 


crowd pleaser all ways! 
F 


‘vip’ SERIES—The Squirt Co.'s new 

campaign for its grapefruit beverage 

is enlivened by Virgil Partch cartoons. 

Two of the black-and-white ads for 

The American Weekly are shown here, 

while color is being used in Collier's 
and Liberty. 


tionally advertised brands to help 
bring customers to their stores. 
They cling to nationally adver- 
tised brands once their advertis- 
ing has identified national names 
with their names.” He said the 
stores are just as anxious to be 
identified with known names as 
the brand names are to have 
the stores. 

He emphasized the value of the 
appliance manufacturer’s product 
service department for the store, 
and said skilled home economists, 
kitchen display center experts and 
well trained salesmen are other 
ways to assist the store’s mer- 
chandising. He pointed out that 
many stores, under the selective 
dealer plan, will have a kitchen 
remodeling service. 

Factors listed by Mr. Rebens- 
berg as the basis of local retail 
market control include population, 
physical characteristics, transpor- 
tation and distribution machinery, 
sources of wealth, volume of busi- 
ness, and a score of other cate- 
gories. He said that “key” ac- 
counts must be actually located 
in the key market area and these 
centers must be adequately cov- 
ered “since they represent the 
greatest portion of every terri- 
tory’s potential.” 


Two Join Ayer 

B. Mark Mulcahy has joined the 
Detroit office of N. W. Ayer & Son, 
following service with the OWI in 
New York. He was formerly in 
industrial public relations with 
Thompson Products, Inc., and 


GET BIGGER AUDIENCES 


Rs | _) ae 
YOUR FIRM’S FILMS 


Let DEVRY help you bring your institutional and 
training films to the attention of Schools, Colleges, 
Universities, Church, Civic, Agricultural and other 
influential groups. You get FREE listing in 15,000 
Catalogs annually. You get audience reports. 

tite for specific plan to assure your films max- 
imum showings... No cost. 
Doipbligation. DeVRY COR- 


ATION, 1111 Armitage Ge 
a 


Avenue, Chicago 14, Illinois. 


YOUR BEST BUY—A DEVRY 


7) For Sales, Industrial and 
Training projects, select the 
3-purpose DeVRY, that (1) 
safely projects BOTH sound 
and silent films; (2) shows 
BOTH black and white and 
color films without extra 
a ¢quipment; (3) affords port- 
able PUBLIC ADDRESS 
_ SYSTEM— indoors or out, 
eyown movies with aDeVRY 16mm. 

= ice of the Nation's professionals 

for theit personal filming. — 


= fo 


BUY 
, WARBONDS 
ORIGINATORS & IMPROVERS OF PORTABLE 
STION PICTURE EQUIPMENT... SINCE 1913 


Ford Motor Company. oC = 
Stubbs, formerly copy chief of 
Geare-Marston, Inc., has joined 
Ayer’s copy department. 


Judges Appointed for 


Ayer Typography Contest 


Frank Luther Mott, dean of the 
school of journalism, University 
of Missouri, Harry Hansen, liter- 
ary editor of the New York World- 
Telegram, Bennett Cerf, president 
of Random House and the Modern 
Library, and Lucian Bernhard, 
poster artist who created two cur- 
rent type faces, will serve as 
judges of the 15th annual news- 
paper typography exhibit to be 
sponsored by N. W. Ayer & Son 
at Philadelphia, April 19. 

The F. ayland Ayer cup will 
be given the best newspaper en- 
tered regardless of circulation and 
certificates of award will be given 


in three circulation sizes: more 
than 50,000; 10,000 to 50,000, and 
less than 10,000. There will also 
be a tabloid award. 


Lee-Murray Formed 


Murray Levin, art director with 
Green-Brodie, Inc., for 14 years, 
and Leo Steinfeld, former adver- 
tising and sales promotion man- 
ager of Union Stationery” Corpora- 
tion, both of New York, have 
formed the Lee-Murray Advertis- 
ing Agency, with offices at 15 E. 
40th St. 


New Deodorant Series 
New campaigns for Odorono 
cream and liquid deodorants have 
broken in Canadian dailies, week- 
lies and women’s magazines for 
Northam Warren Ltd., Montreal. 
Cockfield, Brown & Co., Montreal, 


is the agency. 


Trumbull Elects Sales 
and Advertising Heads 


Maj. Richard C. Lipps, recently 
returned from three years service 
with the War Department, has 
rejoined Trumbull Electric Mfg. 
Company, Plainville, Conn., as di- 
rector of customer relations. He 
was formerly manager of switch 
gear sales, and in his new position 
will direct sales promotion, adver- 
tising, publicity and sales training. 

Lester C. Watson, New England 


35 


district manager at Boston, has 
also been appointed manager of 
sales at Plainville. 


McCully Assists Roden 

Howard H. McCully, sales 
comptroller of American Home 
Foods, Inc., New York, has been 
appointed assistant to H. W. 
Roden, president. He succeeds 
Lewis G. Dutton, now vice-presi- 
dent and general manager of P. 
Duff & Sons, American Home af- 
filiate. 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ = Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. NN. Y 
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Now Marjorie Ross, who’s been married a year, 
Is still working hard at her business career 
Awaiting the day 


(Not too far away) 


When her favorite Joe puts the Japs in a bier. 


She dreams of the time when they'll buy a new home, 
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Start raising a son, buy a car decked with chrome. 


It’s easy to see 


The Rosses will be 


Your number one prospects wherever they roam. 
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Tian upon survey points out this one clear fact: young women in 


the under-35 buying years overwhelmingly prefer magazines such as those that make up the 
HILLMAN WOMEN’S GROUP. They sweep these magazines from the 


nation’s newsstands month after month because they like the personalized fiction, 


the home and beauty features, the true-to-life illustrations. 


Marjorie Ross and her contemporaries comprise today’s greatest, most responsive 
beauty market. And . . . because they're on their way forward to new homes, 


new families, new household furnishings and appliances, they present to all 


advertisers a marketing opportunity unique in publishing history. 
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~ LIBERTY, 205 E. 42 ST., N.Y. 17 


millions are reading 


a book-a-week 


.-- condensed in Liberty 


One of the most exciting new forces in the mass educa- 
tion of America is the new Liberty’s book-a-week . . . an 
outstanding book, fresh from the best-seller lists, con- 
densed to an evening’s reading, in every issue. Books to 
inform American opinion for the big decisions ahead. 
New novels. Topnotch mysteries. 

Who’s reading them? Millions of people. Men and 
women ... youngsters at school . . . soldiers at the front. 
Busy people. Eager-minded people. People discovering 
a new taste for book reading. They're getting a whole 
library of 52 good books a year, condensed in Liberty. 
There’s never been anything like it before! 

This is one more reason why the new Liberty’s forg- 
ing ahead so fast. More and more leading advertisers are 
using Liberty today, to build for tomorrow . . . because it’s 
reaching and influencing a big cross section of America’s 
opinion power—and buying power. 


do you know the new Liber ly? 
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. THE PAY-OFF _ 


semeeaeeve 


lhe Pay Off T NEWS AND VIEWS OF MAIL ORDER parr 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 


are invited. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 
Just as there are “naturals” in mail 
order space advertising (see the Pay-Off 
of April 2), so there are direct mail offers 


Whenever possible they will be answered here. 


though it went to sophisticated adver- 
tising executives. 

And it did pull—74% response. My 
only surprise is that it did not do even 
better. Maybe secretaries mislaid 
some of the letters. And while Redbook 


McCALL CORPORATION 


230 PARK AV 


REDBOOK MAGAZINE 


ENUE NEW YORK 


The stars say you are to have good fortune for the rest of 
1944 and for 1945 -- the good fortune to receive complimentary 
copies of books printed from Redbook stories. 


Aries - Mer. 21 
Taurus - Apr. 20 
Gemini + May 21 
Cancer - June 22 

- July 25 
Virgo ~ Aug. 24 
Libra - Sept.24 
8corpio = Oot. 24 
Sagitterius - Nov. 235 
Capricorn = Deo. 22 
Aquerius = Jan. 20 
Pisces - Feb. 19 


Boon we'll be sending you a Red- 
book-Dodd, Mead prize winning 
novel and after that a grand book 
by A. J» Cronin. We are making 
up bookplates for you with an il- 
lustration of the sign of the 
Zodiac under which you were born. 


Of course to do this, we'll need 

to know your birthday and month. 

You can keep the year of your 
birth a seoret. 

Apr. 19 


May 20 
June 21 
July 22 
Aug. 23 
to Oot. 23 
to Nov. 22 
to Deo. 21 
to Jan. 19 
to Feb. 18 
to Mar. 20 


The bookplates are of 
unusual design taken 
from an old collection 


seesss 


of wood engravings done by Antonello Moroni. 


80 please -- will you check your birthday above and return 
this letter to us as soon as possible. 


And thanks. 


MacLean Hoggson/Hs 


which are so good that they inevitably 
pull fine returns. 

One extreme example of this is the 
letter illustrated here, which was sent out 
by Redbook magazine last fall to its book 
promotion list. As you will note, it tells 
of the imminent mailing of two compli- 
mentary books, and offers free book- 
plates if the recipient will send the facts 
of his birthday and month. 

The letter promises much and asks 
little, so it was bound to pull—even 


Cordially yours, 


Advertising Director 


may have done this only as a matter of 
good will, it now has as a byproduct a 
fine list of advertising executives’ birth- 
days for future good-will contacts. 

I said above that this was an extreme 
example—it offered so much and asked 
so little. But that is almost always true 
if you wish any such majority response 
as this 74%. The public isn’t that re- 
sponsive to ordinary offers or mailings 
—from 2 to 15% is the most tnat you can 
usually count on. 


The Creative Wans Corner 


Just for fun my dl day we took to 
task an advertising agent whose firm 
handles, among other things, a margarine 
account and a whisky account. 

We told him we thought most mar- 
garine and whisky advertising ranked 
night down with spark plug and tire copy 
in the uninspired end of the list. And 
we wondered why this was. 

But not for long. 

The reason is censorship. 

Margarine’s story, the story of a prod- 
uct that is equal in taste, and almost 
*very nutritional quality, to butter—and 
much lower priced—has never been told 
ina national advertisement. The reason 
is a mountain of effective farm legisla- 
tion that rules out even the barest state- 
ment of facts that might be a challenge 
to butter. 

Whisky advertising, 
héver seek to increase 
tion. But censorship 


this. The distiller of 
example, 


of course, must 
whisky consump- 
goes far beyond 
spirit blends, for 
cannot state the simple and 


easily proved fact that certain whiskies 
blended with neutral grain spirits are 
lighter and less harmful than heavy 
straight whiskies. 

And if he ages his neutral spirits, as 
more than one distiller does, in used 
whisky barrels, the fact cannot be men- 
tioned in advertising. The word age can 
only be applied legally to straight whisky. 

Thus, it is neither a lack of facts nor 
of imagination that makes all margarine 
advertisements look and sound alike, and 
it is not from choice that most whisky 
advertising is very dull indeed. 

The reason lies in some very rigid rules 
made to protect some very special 
interests. 

XX 

One of the great opportunities we see 
for brilliant and imaginative advertising 
today is for the airlines—to tell not sim- 
ply that after the war they’ll fly from 
here to there in five or seven hours, but 
what one may find at the end of a smooth, 
short flight. 


All the romance and the promise of 


travel advertising, traditionally a class 
market proposition, now can be aimed at 
a new mass market. For all the places 
in America that once were too far re- 
moved for an ordinary vacation trip soon 
will be weekend objectives. 

In what seems so far to be a preoccu- 
pation with quick transportation for 
business purposes, the fact is forgotten 
that time, and not money, always has 
been the great obstacle to travel for some 
millions of Americans. It was never the 
fact of being school teachers, and it cer- 


Yo a Ought teKaow . 


t’s a safe bet that Mary J. McClung is 
a. first—and perhaps only—woman ad- 
vertising director of a metropolitan news- 
paper. 
of a record, too, in being also the wife of 
her own paper’s national advertising man- 
ager, Ed Kennelly. 

Miss McClung is, of 
course, advertising di- 
rector of the New York 
Post, a position to 
which she was appoint- 
ed in 1942 after having 
been assistant ad di- 
rector for five years. 
She has a lot of en- 
thusiasm, most of 
which is channeled in 
her work. Mary Mc- 
Clung likes to sell and 
she likes her product—a combination 
hard to resist, especially when it’s com- 
bined with a skill born of years of train- 
ing and practical experience. 

One of her earliest jobs was selling her- 
self to the Yellow Cab Transportation 
Company in Pittsburgh. This was in the 
’20s, and her successful handling of this 
project enabled her to acquire a ground- 
work in sales, contact, promotion, and 
advertising which, Miss McClung believes, 
now makes for better understanding of 
the problems of the salesman or woman. 
She entered the newspaper field in 1927, 
with the advertising department of the 
Pitsburgh Press, and five years later she 
changed over to the New York World- 
Telegram, from which she joined the Post. 

Mary McClung has not found that being 
a woman in the predominantly masculine 
advertising world has held her back, or 
now proves an obstacle. Nor has the Post 
been swamped with applications from 
women now that a woman heads its ad- 
vertising. She believes that the advertis- 
ing staff must be balanced, and that 
women have a definite place on it, partic- 
ularly in developing special fields. 

She will explain to you that one of her 
major interests is watching growth or, 
better still, actually participating in the 


Mary McClung 


Mary McClung holds something . 


tainly was not because they were highly 
paid, that teachers were for years the 
travel agents’ very best prospects. The 
thing that made them prospects was a 
three months vacation. 

We think new people will take to the 
air, not only because they have to go 
somewhere, but also for the fun and re- 
laxation they’ll look for when they get 
there. 

This means a new kind of travel adver- 
tising and it can be tremendously effec- 
tive. 


e e Mary J. McClung 


building herself. That is why, she says, 
ad-directing the Post is so fascinating. 
Despite newsprint restrictions, the paper 
has increased its advertising linage about 
a quarter of a million since Miss Mec- 
Clung’s appointment as ad manager. 

Miss McClung is most excited right now 
by the Post’s reading and shopping studies, 
first presented a little more than a year 
ago. Last year’s report, obtained and com- 
piled by Fact Finders Associates of New 
York, covered 9,422 department store cus- 
tomers, interviewed as they left New York 
and Brooklyn stores. This year’s annual 
“Fact Finders Report to You” was ex- 
panded to include 20 major department 
stores and a total of 12,083 interviews, 
and, she says, verifies certain trends indi- 
cated last year—such as “changes in the 
circulations of New York newspapers and 
the drift of shoppers with war-swollen in- 
comes to higher-priced merchandise.” 

Miss McClung talks energetically about 
these Post studies, and the facts and indi- 
cations they will bring forth. She feels 
that through cautious, factual, painstak- 
ingly accurate research, promotion can 
best be achieved. For this reason, she ad- 
mits that at times her staff may consider 
her very exacting, but Mary McClung 
finds inaccuracy too serious to permit her- 
self to act otherwise. 

The Post recently established a Detroit 
office, and, Miss McClung reveals, depend- 
ing upon the progress of the war, will ex- 
pand next in Chicago. Although nothing 
is yet contemplated on the West Coast, 
Miss McClung sees great potentialities for 
business there, particularly in the San 
Francisco area. 

Miss McClung confides that running the 
Post ad department and running a New 
York apartment for herself and husband 
Ed Kennelly leave just about no time for 
hobbies. But she loves it, and brooks no 
desire to retire. Being married to your 
national ad manager, Miss McClung finds, 
is a professional help, for both can cover 
the same business territory, are interested 
in the same problems, know the same peo- 
ple, and work with the same medium. 
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Servicemen Find 
GI Bill Rights 
Hard to Cash In 


OWI, Agencies Try 
to Smooth Path for 
Business-Minded Vets 


Washington, April on 
nearly 2,000,000 men and women| Recognizing the damage that 
separated from the Army alone|has already been done to soldier 
during this war, the Veterans Ad-|and veteran morale as a result of | 
ministration and the government | GI bill disappointments, the armed | 
agencies regulating business are|forces and the OWI are rigging | 
already finding themselves badly|up a variety of information pro- 
knotted over the problem of help-|grams to get realistic facts to| 
ing servicemen get back into the eligible servicemen. The OWI 
national economy. |program is already using adver- 

Newspapers throughout the /|tising for certain phases of tnis 
country are replete with examples|work as a result of programs 
of red tape and heartaches that| worked out with the War Adver- 
servicemen have met in attempt-/tising Council and its task force 
ing to cash in on their rights | agencies. 
under the GI bill. To Congres-| One advertising 


|they recognize the problem and/| 
are seeking the answers. 
| One newspaper report, for in- 
stance, said that real estate prices 
|}are so badly inflated in most com- 
| munities that less than 1,500 loans 
‘have been made to assist dis- | 
'charged veterans in buying homes | 
or business properties. 

| Legitimacy of this argument is 
j}apparently recognized in the reg- 
ulations issued by the Veterans 
Administration itself, for all GI) 
|bill loans are carefully screened 
'by private credit agencies and by 
‘the RFC or Smaller War Plants 


council pro- 


11. — With | Corporation before they are made./of the 


|ment agencies can only say that|{ed, paid by the drug industry, is | 
surplus 


already in operation, with Doherty, 
Clifford & Shenfield as the agency. 
Another, stressing veterans’ as- 
sets, prepared by Ted Bates, Inc., 
occupies a similar “primary” rat- 
ing on the WAC calendar. 


Articles Being Distributed 


To get GI bill information to 
servicemen, news services and 
syndicates are distributing special 
feature articles for servicemen, 
and special books and magazine 
articles have been prepared. The 
armed forces are quietly conduct- 
ing their own program. One facet 
Army program, for in- 
stance, may call for transcribed 
lectures on the GI bill to be 
broadcast on sound systems in 
military hospitals. 

One point which has caused a 
great deal of trouble is the dif- 
ficulty that a veteran may have in 
actually getting a loan guaranteed. 
In many cases they expect $2,000 
in cash from the government. Ac- 
tually the GI bill provides only 
for the government to be a signer 
for 50% of a commercial loan 
through regular banking channels. 

War agencies have experienced 


sional and press inquiries govern- | gram on treatment of the wound-|a number of difficult situations in 


'to priority in buying goods. 
ithe past there have been numer- 
jous complaints that this priority 


which veterans have sought to buy 
property or open new 
businesses. Under the Surplus 
Property Act, veterans are entitled 
In 


was not respected. Most common 
complaint, however, was that the 
veteran felt he should be able to 
buy directly from the government. 

Veterans complain that there is 
no reason, for instance, why they 
should pay a commission to an 


|automobile dealer for buying a 


surplus Army truck. Though the 
government insists on selling only 
through dealers, on the grounds 
that the dealer reconditions and 
guarantees the vehicle, the vet- 
erans say they are willing to take 
their chances. 


Direct Sales Troublesome 


The subject of over-the-counter, 
or direct sales to veterans, is cur- 
rently troubling the Surplus Prop- 
erty Board, for the government in 
the past has been committed to 
sales through trade channels, and 
to no dealings with ultimate con- 
sumers. One system now under 
consideration would have the 
Smaller War Plants Corporation 
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act as the purchasing agent for the 
veteran, and allow SWPC to dea] 
with him as a consumer. 

Both WPB and OPA have been 
in hot water with veterans who 
|want to open businesses in lines 
| where shortages exist. A few 
|} weeks ago both agencies promised 
|help for veterans, but both have 
already run into criticism. 

For instance, WPB wanted to 
grant special priorities on scarce 
items to veterans opening new 
businesses. Then it found that 


|certain sharp operators were mak- 


ing veterans part of their corpora- 
tion in name only, and trading on 
the veteran’s preference. 


Field Offices Help 


For the protection of the vet- 
eran going into a business, WPB 
advises: “Consult our field office 
and find out what is ahead.” 

This advice is followed by an 
example of the problem in the dry 
cleaning business, where a num- 
ber of discharged servicemen have 
bought plants only to learn that 
the cleaning fluid is not available. 

WPB points out that field rep- 
resentatives could have told them 
that none of the chlorinated sgo]- 
vents necessary for much of this 
machinery may be had. 


Says the 
Los Angeles Sunday 


EXAMINER Family 


Don’t rub your 
POSTWAR INCOME 


in LOS ANGELES COUNTY 


90% Greater 


than in 1939 


19441947 


1990 «1941 19421943 


there. 


WRITE FOR FREE COPY of "Close-up 
of Tomorrow,” a timely new booklet that 
shows what will happen to the Los 
Angeles County Market when peace 
comes .. . based on the findings of 9 
authoritative national, state and local 
sources. Address: Business Research 


lor peacetime 


Division, Los Angeles Examiner, Los 
Angeles 54, Calif. 
tid Progress Report of Post War Family Buying Intentions, LOS ANGELES 
U. S. Chamber of Commerce. 


Represented Nationally by Hearst Advertising Service 
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eyes...that huge number 


of electrical refrigerators is wanted by the 
readers of the Los Angeles Sunday Examiner 
alone—just as soon as they’re available! 

In laying your postwar plans as manu- 
facturer, agency or retailer, keep in mind 
that the shortest cut to the biggest market in 
the fabulous Southern California area is the 
favorite newspaper of the people who live 


More than 714,000 families of them are 
Sunday Examiner readers ... and the pene- 
tration of readership throughout the area 
parallels population. 


speed in market conquest 


at low cost, remember this: “On Sundays the 
Los Angeles Examiner can do the job alone!” 


Stereclny 


Lxaminer 


packaged 


packaged foods, 


FARM 
FAMILIES 


purchase */2 more 


food 


than 
City Families 


UR Red Dollar-Green Dollar Pilot Survey 

in the Midwest 8 States, now being en- 
larged, reveals the following startling facts: An 
average City Family of 5 spends only $6.20 for 


from a total monthly food 


| expenditure of $76.36, while an average Farm 


Family of 5 spends $9.56 for packaged foods, 
from a total monthly food expenditure of $26.15 
.. . ONE HALF more per month! 


By breaking down the total expenditures of 


aged foods, in a 


40 states. Arich 


these families, we see a vast market for pack- 


section where the average in- 


come per farm is $5,219.00 compared with the 
average farm income of $2,758.00 in the other 


farm market that is thoroughly 


| covered by The Midwest Farm Paper Unit. 
| Send for our ‘“‘Red Dollar-Green Dollar’’ survey 

showing the high purchases of packaged foods 
| by the Farm Families. 


33.1% OF THE NATION’S FARM INCOME 
IS IN THESE 8 MIDWEST STATES 


ST 


| NEW YORK 17 
. 250 Park Ave 


CHICAGO 2 
6 N. Michigan Ave. 


The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
Nebraska Farmer Wallaces’ Farmer & lowe Homesteed 


RM PAPER UNIT 


DETROIT 2 
$42 New Center Bidg. 


SAN FRANCISCO 4 513 W, 6th St 
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Advertising Age, April 16, 1945 


SUPER OFFER —'"Walky-Talky" sets 
that really function, simulating the fa- 
mous war-weapon variety, will be of- 
fered on the "Superman" program 
broadcast on MBS for Kellogg's Pep. 
Carton tops and a coin will do the 
trick. The girl in the picture is Joan 
Alexander, who plays the role of Lois 
Lane in the "Superman" show. Ken- 
yon & Eckhardt is the agency. 


Plywood Will Plug 
New Pliobond 


New York, April 12.— United 
States Plywood Corporation, ap- 
pointed last week as exclusive 
nationwide sales agent for Plio- 
bond, synthetic adhesive cement 
developed and manufactured by 
the Goodyear Tire & Rubber 
Company, Akron, will launch a 
business paper campaign for the 
product within the next couple of 
months. 

Executive and industrial pub- 
lications will be scheduled, 
through Marschalk & Pratt, New 
York, U. S. Plywood agency. 

Pliobond, developed as part of 
Goodyear’s war program, can be 
used, the company explains, to 
bond metal, plastics to plastics, as 
well as the joining of other ma- 
terials including fabrics, wood, 
plaster, glass, paper, leather, vul- 
canized rubber, ceramic ware and 
Portland cement concrete. It is 
already in use in industries pro- 
ducing airplanes, military vehicles, 
ordnance equipment, etc., and will 
be made accessible to the general 
public “as soon as possible,” an- 
nounces Lawrence Ottinger, presi- 
dent of the Plywood corporation. 
The product is a liquid, and a 
bond can be achieved with either 
hot or cold application and with- 
out high pressure. 


Cantine Sponsors 
War-Theme Awards 


The Martin Cantine Company, 
Saugerties, N. Y. manufacturer of 
coated paper, will sponsor again 
this June a national war-theme 
awards contest, first run last year, 
to promote official war-theme cam- 
Palgns and to recognize compa- 
mes and individuals for skillful 
use of printed matter in them. 

Judges will include Jacques 
DunLany, chief of poster clearance 
and allocation, OWI; Irwin Robin- 
son, director of information, War 
Advertising Council: Jane Bell, 
executive secretary, Direct Mail 
Advertising Association; as well as 
the permanent board of judges: 
F. C. Kendall, Advertising & 
Selling; R. W. Palmer, Printers’ 
Ink; Mare MacCollum, American 
Printer; C. O, Woodbury, art di- 
rector and consultant, and Ernest 
F. Trotter, Printing, and director 
and secretary of the Graphic Arts 
Victory Committee. 


CHICAGO 


* 


DEL. 3800 


Bank Account to Kiernan 

Knickerbocker Federal Savings 
& Loan Association has appointed 
Frank Kiernan & Co., New York, 
to handle advertising, using news- 
papers, magazines and direct mail. 


Schmitt Forms Agency 

Joseph E. Schmitt has resigned 
as director of service and produc- 
tion of Westheimer & Co., St. 
Louis, to form his own company, 
the Joseph E. Schmitt Advertising 
Agency, with offices at 122 N. 7th 
St., St. Louis. 


Reynolds Net Up 


Reynolds Metals Company, 
Richmond, Va., had net sales for 
1944 of $165,215,210 compared 
with $138,055,349 for 1943. Net 
income for 1944 declined from 
$3,658,950 in 1943, to $3,045,818. 


Joins Cadillac 


Charles W. Schooley has been 
appointed assistant. merchandising 
manager of the Cadillac Motor di- 
vision of General Motors Cor- 
poration, Detroit. 


Ellis Elects Potter 


director. Prior to joining the 
H. Ross Potter, contact super-|agency, Mr. Potter was account 
visor with Sherman K. Ellis & Co.,/executive with Young & Rubi- 
New York, for the past year, has|cam, New York. 


been elected vice-president and 


ss hy 
ary? 
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survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


AND HIS HORSE 


“FILIBUSTER C29 


—— 
BARSTOW; 


NEW YORK 17, N. Y. @ 


WEST COAST: 


a, 


Little Elmer says: ‘‘WGN’s favorite role is leadership 
among Chicago’s major stations in local and national 
spot business.’’ 


A Clear Cheunel Stilton 


CHICAGO 11 


50,000 WATTS 


MUTUAL 


ILLINOIS 


720 KILOCYCLES 


BROADCASTING 


SYSTEM 


EASTERN SALES OFFICE: 220 EAST 42nd STREET, 


EDWARD S. 


TOWNSEND CO., 


RUSS BUILDING, 


SAN FRANCISCO, CALIF. 
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Map Fruit Cake Drive 


Universal Sales Service Asso- 
ciates, New York, distributor of 
Waldorf rum and brandy fruit 
cakes, will launch via full pages 
in May issues of grocery publica- 
tions a year-round campaign which 
will be supplemented with local 
newspaper and radio advertising. 
A contract has also been signed by 
the company with Nancy Sasser, 
for “Buy Lines,” shopping column 
syndicated weekly to 60 Sunday 
newspapers. 


World’s 

greatest col- 

& lection adv. 

photos. All lines business 
. all situations. Top 
models . . . fine photog- 
raphy. Multiplies pull of 
promotions. Shot new 
each month. 10,000 sub- 
jects available Money 
saving subscription plan 


NOT STOCK PICTURES 
FREE proofs and details 
on request. No obliga 
tions No salesmen 
EYE*CATCHERS, Inc. 
10 E. 38th Street 
New York 16, N. Y. 


Appeal to Vets’ 
Postwar Dream 
in Douglas Ads 


Brockton, Mass., April 12.—In 
a campaign directed to service- 
men, with advertisements carrying 
the slogan, “It’s the little things 
you look forward to,” the W. L. 
Douglas Shoe Company reports an 
ever-increasing response to the 
series it is running in such publi- 
cations as American Legion Maga- 
zine, Flying, Foreign Service, 
Leatherneck, Our Army, Our 
Navy, Skyways, and U. S. Coast 
Guard. 

According to C. E. Parker, ad- 
vertising manager of the Doug- 
las company, discharged service- 
men mention this advertising 
when buying shoes at Douglas 
company-owned stores. The com- 
pany also has received many re- 
quests, with money orders en- 
closed, from men still in the serv- 
ice for the specific styles adver- 
tised, he said. These orders have 
come from England, Italy and the 
Pacific area, as well as from 
camps throughout this country. 


The one-column ads are illus- 
trated with wash-drawings of a 
man enjoying one of the pleasures 
of civilian life—fishing, gardening, 
an outing—each with the sugges- 
tion that a new pair of Douglas 
shoes might be another one of 
“the little things you look for- 
ward to.” Photographs of a 
Douglas shoe, suitable either for 
military or civilian life, appear in 
each ad. 

Harold Cabot & Co., Boston, is 
the agency. 


Grant Adds Three 


Willard Y. Stocking, formerly 
of Williams & Saylor; Douglas 
Humphries, former copy director 
of J. M. Mathes, Inc.,; and John 
M. Keene Jr., former export man- 
ager of Ortho Products, Inc., have 
joined the international division 
of Grant Advertising, Inc., New 
York, as account executives. 


Takes GM Ad Post 


Robert M. McIntyre has been 
appointed advertising manager of 
General Motors Products of Can- 
ada, Oshawa, Ont., following more 
than six years service overseas 
with General Motors India. 


U.S. a a 
TREASURY 


“The stage-coach just brought more money, Chief, 
what'll we do with it?” 


REPRESENTATIVES: 


ALLEN-KLAPP CO, «+ 


The establishing of The News-Sentinel in 1833 may have had nothing 

to do with the fact that two years later the National Debt was all paid off. 
But in 1835 the Federal Government was receiving more money than it needed 
and the surplus was divided up among the States. That was good news 

110 years ago. And if national advertisers continue using The News-Sentinel 
for the next 110 years as they have during the past 110 years... it may be 


possible to publish good news about the National Debt again. 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


Che News-Sentinel - 


Wayne's “Goad Luening” N 


FORT WAYNE, INDIANA _ 


NEW YORK—CHICAGO—DETROIT 


Advertising 4ge, April 16, 


of Fort Worth is Clarence Burke, who was appointed director of 
advertising and public relations in April, 1920, and still directs 
this program along with his other duties. Incidentally, he started 
Fort Worth’s first ad agency back in 1913... 

Lucille Shirley Darvin, daughter of Joseph J. Darvin, president 
of the Republic Chemical Corporation of N. Y. is engaged to Lt. Ely 
N. Maurer, USNR, who returned last December after 21 months’ 
active duty in the Mediterranean, and is now officer in charge of a 
communications school at an amphibious training base in this 
country. The marriage will take place late this month. . . Capt, 
Curt Peterson has returned from the Army to resume his former 
position as radio head of Marschalk & Pratt, N. Y... 

It was a Chicago Sun party when the Chicago Headline Club of 
Sigma Delta Chi held its founders’ day dinner: Marshall Field, 
ed. & pub.; Clem Randau, bus. mgr., and John Graham Dowling, 
war correspondent, were initiated as professional members of the 
fraternity, and Frederick Kuh, chief of the Sun’s London bureau, 
was presented with the professional achievement award for foreign 
correspondence for 1944... 

Ronald Bean, former artist with Henri, Hurst & McDonald, 
Chicago, and now a technical sergeant at Fort Bliss, Tex., won first 
place in the water color class with his entry in the Army art contest 
at the post... 

Capt. Bob Herz, ex-Buckley, Dement, Chicago, who enlisted in the 
Army as a private and won his commission the hard way, writes 
from Italy that he has been hospitalized and expects to be returned 
to the U. S. within a few weeks. . . The golf season must be official, 
as Otto R. Stadelman, 
Needham, Louis & 
Brorby, Chicago, is 
arranging for today a 
luncheon meeting of 
the Western Advertis- 
ing Golfers Associa- 
tion, of which he is 
secretary... 

A Bronze Star 
Medal for “meritori- 
ous achievement in 
connection with mili- 
tary operations” has 
been awarded to 
Capt. Arthur F. 
Brown, public rela- 
tions and photo offi- 
cer of the 9th Air 
Force’s famed ‘“Pio- 
neer” P-51 Mustang 
fighter group. Capt. 
Brown is the former 
head of the Copley 
Advertising Agency, 
Boston. . . Business Research Corp., Chicago, celebrated its 25th 
birthday April 2 with a luncheon for the staff at the University 
Club. Stanley P. Farwell, pres., has guided the affairs of the con- 
cern since its start... 

Eight-pound, 1l-oz. Susan Elaine arrived at the Roy Berbericks’ 
April 3. Roy is with Popular Homecraft and Outdoorsman, Chicago, 
and is the son of Sol C. Berberick of Capper Publications. . . Robert 
Molloy, book ed. of the New York Sun, has written his first novel, 
“Pride’s Way,” which has been chosen by the Literary Guild as its 
May selection... 

Merrill M. DuBois, ad mgr. of the Times-Union, Rochester, N. Y. 
and David Duffield of the Charles M. Rumrill agency are among the 
business and professional men who will lecture in the free business 
administration course for war veterans provided by the Rochester 
Business Institute. .. Arthur J. Weaver, head of the Omaha agency 
bearing his name, has filed for city commissioner on the primary 
ballot... 

Pete Ainsworth, ed. dir. of Better Homes & Gardens, Des Moines, 
figures in the April issue of his publication, which carries plan and 
pictures of the family’s redecorated “junk” room. . . On the 15th 
anniversary of Typographic Service, Philadelphia, Samuel A. Dal- 
ton, pres. and gen’] mgr., announced plans for postwar expansion 
which will make possible the speedy reemployment of all ex-service 
employes in even better jobs and working conditions than here- 
tofore. .. 

Media, agency, and advertiser were prominently represented at 
the wedding April 7 of Mrs. Cleo M. Black and Niles Trammell, 
NBC pres., at the Queenstown, Md., home of Mrs. Arthur Kudner, 
widow of the N. Y. agency head. W. Alton Jones, Cities Service 
pres., was best man. Rutherford Platt, founder and v.p. of 
Platt-Forbes ad agency, has followed a unique hobby for 15 
years, exploring with a camera what he calls “the showmanship of 
nature.” For his book, “This Green World,” he has been awarded 
the 1945 John Burroughs medal for the past year’s “foremost 
literary work in a field so eminently occupied” by the great Amer- 
ican naturalist. It’s the first award to a layman since Burroughs 
death in 1921... j 

Capt. John Lloyd, on terminal leave from the AAF, has rejoined 
J. M. Mathes, New York, in an executive capacity. . . Lee H. Hill, 
v.p. in charge of industrial relations at Allis-Chalmers Mfg. Co., and 
Charles R. Hook Jr., sec’y and asst. to the v.p. and gen’l mer. of 
the Rustless Iron & Steel Corp., are co-authors of a 289-page book, 
“Management at the Bargaining Table,” intended as a handbook 
of management-labor relations under existing governmental con- 
trols. McGraw-Hill published the book in March... 

On April 4, the eve of his 80th birthday, Lincoln Filene, pres. 
of Boston’s Wm. Filene’s Sons Co., was awarded the Gold Medal 0 
the American Arbitration Ass’n “for distinguished service in com 
mercial arbitration.” John H. Fahey, a director of the association, 
and chairman of the Federal Home Loan Bank Board, made the 
presentation at a dinner in Boston’s Harvard Club... 


GIFT OF GAVEL—Edward J. Pechin, left, adver- 
tising manager of the plastics division, E. |. du 
Pont de Nemours & Co., and president of Indus- 
trial Marketers of New Jersey, presents a lucite 
gavel to Andrew J. Flanagan, national ad man- 
ager of the Newark Evening News, and newly- 
elected president of the Sales Executives Club of 


Newark. Looking on is Frank Fader, ad director 

of National Oil Products Co.'s vitamin division, 

and president of the North Jersey chapter of 
American Marketing Association. 
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Revere Starts 
First Net Show 
July 4 on MBS 


New York, April 12.— Revere 
Copper & Brass, Inc., one of the 
oldest companies in America, fab- 
ricator of copper, brass, bronze, 
aluminum and steel, has com- 
pleted arrangements through its 
agency, St. Georges & Keyes, for 
its first network advertising (AA, 
April 2). Beginning with the pro- 
gram of July 4 on 100 MBS sta- 
tions, Revere will sponsor “The 
Human Adventure” in cooperation 
with the University of Chicago, 
originator of the show which 
dramatizes the benefit to mankind 
of various scientific advancements. 

Turning to radio as a means of 
further maintaining and develop- 
ing its markets, Revere will pro- 


mote its various divisions and 
products, including copper-clad, 
stainless steel cooking utensils. 


Messages will refer to postwar 
housing and will help to popular- 
ize magnesium. The program is 
now heard Wednesday, 10-10:30 
p. m., EWT, and is shortwaved 
overseas. 


Vano on Coast Net 


Sponsored by Chemicals, Inc., 
Oakland, Cal., for its Vano liquid 
cleanser, a new quarter-hour pro- 
gram, “Radio Life,” is now being 
aired over the Pacific coast net- 
work (Blue) of the American 
Broadcasting Company. The new 
show, heard Wednesday, 9-9:15 
p. m., PWT, features Evelyn Bigs- 
by, editor of Radio Life magazine, 
in interviews with radio stars. 
Agency is Garfield & Guild Adver- 
tising, San Francisco. 


Air St. Louis Baseball 


Griesedieck Bros. Brewery, St. 
Louis, has signed to sponsor play- 
by-play broadcasts of the Card- 
inal and Brown baseball games 
over Stations WIL, St. Louis, 
KHMO, Hannibal, Mo., KFRU, 
Columbia, Mo., KDRO, Sedalia, 
Mo., KF VS, Cape Girardeau, Mo., 
WJPF, Herrin, Ill., and WKRO, 
Cairo, lll. Before the games a 10- 
minute program, “Gabby Street’s 
Warm-Up Time,” sponsored by 
Old Judge coffee, will be heard on 
WIL, St. Louis. The Cardinal- 
Brown games are a feature of the 
Griesedieck’s all-sports advertis- 
ing Campaign prepared by the St. 
Louis office of Ruthrauff & Ryan. 

Two CBS Shows Shift 

The week after Corn Products 
Refining Company, New York, 
drops “Stage Door Canteen” from 
the Friday 10:30 p. m., EWT, slot 
on CBS, the period will be taken 
over for the broadcast of April 27 
by “The Danny Kaye Show,” which 
Pabst Sales Company, Chicago, is 
moving from its current Saturday, 
8-8:30 p. m., EWT, listing. On 
April 28, Noxzema Chemical Com- 
pany, Baltimore, moves its “Mayor 
of the Town” show. now heard at 
7 p.m., EWT, into the 8-8:30 p. m., 
EWT, slot. Several sponsors are 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
& minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Providence Bulletin 


reported interested in taking over 
“Stage Door Canteen,’ and CBS 
is said to be offering the Saturday, 
7-7:30 p. m. spot to sponsors. 
Pabst agency is Warwick & Leg- 
ler, New York, Ruthrauff & Ryan, 
New “York, handles Noxzema. 


Manhattan Sets Serial 


Manhattan Soap Company, New 
York, for Sweetheart soap, will 
sponsor a five times weekly day- 
time serial titled “The Soldier 
Who Came Home” in the 11:30- 
11:45 a. m., EWT, spot the com- 
pany purchased on NBC some 


weeks ago. Program starts April 
16 on 67 stations. Manhattan also 
sponsors “The Strange Romance 
of Evelyn Winters” on CBS and 
newscasts on 75 stations. Agency 
is Duane Jones, New York. 


To Wesley Associates 


Martina Gilchrist, formerly di- 
rector of advertising, publicity and 
fashion promotion with the Blum 
Store, Philadelphia, has been ap- 
pointed head of creative depart- 
or a for Wesley Associates, New 

ork. 


Container Promotes 

Edgerton A. Throckmorton, di- 
rector of sales research of Con- 
tainer Corporation of America, 
Chicago, has been elected a vice- 
president. 


Form New Agency 

Peter R. Miller, former press 
secretary to Gov. Harry F. Kelly 
of Michigan, and James N. Mot- 
schall, who has been connected 
with the printing and lithography 
fields, have formed Motschall & 
Miller Advertising, 616 David 
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Stott building, Detroit. The new 
firm will serve both retail and na- 
tional accounts, the present list 
including more than a score of 
Detroit manufacturing and busi- 
ness concerns. 


THE ARTKRAFT* SIGN CO, 


Lima, Ohio, U.S. A. 
The Werld’s Lorgest Menvfecturers of 
All Types of Signs 


a as people are in national 


and world news, avidly as they follow the mo- 
mentous battles in Europe and the Pacific, there’s 
another kind of news that interests them just as 
much...and often more. It’s the news of what’s 
happening in their own community...news of 


people and places they know. 


There’s only one place where people can satisfy 
this deep and constant desire for local news... 
only one place where they can learn what’s going 
on around the corner and down the street...only 
one place they can read about themselves and the 


people nearest to them, That is the local news- 


paper where, of course, they get most of their in- 


formation about national and world events, too. 


It is this close, intimate contact with the people 


of the community that sets the newspaper apart 


from all other media, makes it an indispensable 


part of people’s lives, gives it an audience more 


loyal, more eager, more intensely interested in 


its contents than any other medium enjoys. 


ry’ s . 
That's one of the major reasons why newspaper 


space packs such tremendous selling power... 


whether you're advertising a =» 


product, a service or an idea. y 


CC 


wr, 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Pittsburgh Press in the interest of all newspapers 
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Life Savers Sales Rise 


Net sales in 1944 for the Life 
Savers Corporation, Port Chester, 


Admiral Boosts Films 


A new national magazine cam- 
paign for Admiral Corporation, 
N. Y., amounted to $11,732,177, an | Chicago, has been started in 
increase of 27142% over 1943 when| April issues, with copy tying up 
sales totaled $9,203,862, Edward J. | with current motion pictures. Copy 
Noble, chairman of ‘the board, | headline will be the title of the 
states in the annual report. Net film, the first being MGM’s “Music 
profits were up 3.9% over 1943, | for Millions” with a photograph 
with the 1944 figure reaching|of the star, June Allyson. Crut- 
$1,244,058 compared to $1,197,667|tenden & Eger, Chicago, is the 
in 1943. ‘agency. 


The West’s Present And 
Post-War Bright Spot Market 


Send for booklet giving latest complete market, 


Circulation, Advertising facts about the Pacific 
Coast’s 3rd Market, hub of the 11 Western States 
and key Pacific Coast port. Write to the Oakland 
Tribune, Oakland, Calif., or Williams, Lawrence & 
Cresmer Co., New York, Chicago, Detroit, Los 


Angeles or San Francisco. 
DAILY 131,271 SUNDAY 132,762 
Publisher's Statement, September 30, 1944 


A.BL, 


Pakland aB&Tribune 


wtavsive ebsOcraTiO Fa «+ UelThO PRES 
WILLIAMS, LAWRENCE G CRESMER CO; 
National Representatives Including Sunday Magazine Section. 
Comics: METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Member: AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


Brunswick Uses 
Unusual Media 
fo Boost Bowling 


Chicago, April 10.—Brunswick- 
Balke-Collender Company, which 
dominates the bowling and billiard 
industry and probably is the na- 
tion’s largest maker of sporting 
equipment, reaches its 100th anni- 
versary April 16, and at the same 
time rounds out a century of hard- 
hitting merchandising and promo- 
tion effort in which the usual is 
decidedly unusual. 

Brunswick has never gone in for 
much use of newspapers, maga- 
zines, radio, and the usual media. 
Far from being backward promo- 
tion-wise, however, it has in re- 
cent years spent several hundred 
thousand dollars annually to in- 
crease attendance in bowling al- 


used to retain champion bowlers 
and cue experts whom it dis- 
patches about the nation to give 
demonstrations and take part in 
contests at the many establish- 
ments using Brunswick equipment. 
Many of these experts are cur- 
rently demonstrating their ability 
in military camps, a large number 
of which have installed the com- 
pany’s equipment—latest among 
these being the Saipan garrison. 
Brunswick, of course, anticipates 
that many thousands of soldiers 
and sailors will continue to be pa- 
trons after the war. Brunswick 
also spends a lot in putting up 
prizes for contests. 


Makes Film Shorts 


Heavy reliance has also been 
placed in recent years on motion 
picture shorts, two of which have 
been produced each year on the 
average by such major producers 
as Columbia Pictures, RKO- 
Pathe, Warner Bros., etc. C. P. 
Binner, advertising and sales pro- 
motion manager, estimates that 
each of these shorts has an aver- 
age audience of about 18,000,000. 
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RUM RULE—Bacardi Imports, Inc, 
New York, uses the New York supreme 
court's ruling that a Bacardi cocktail 
must be made with Bacardi rum in 
this new newspaper copy. Lennen & 
Mitchell, New York, is the agency, 


Special Print Yields 
Improved Color Plates 


Kodachrome is the accepted, convenient way to shoot color. 


But for finest color plates, don’t ask your platemaker to work from 
Kodachrome Film direct. Give him a Chromart Print, made from 
your finished Kodachrome, because... 


.. we know how to get the most out of Kodachrome. We have 
been making Chromarts for 7 years for such accounts as 
Sunkist, Cole of California, TW A, Four Roses, Meredith 
Publishing, Consolidated Steel, North American, Boeing, 
Lockheed, Douglas. 


.. platemakers have been reproducing “flat copy” dependably 
for nearly fifty years... color-for-color. 


...a Chromart can be displayed, okayed, pasted into artwork, 
airbrushed for last-minute changes. 


Chromart Prints are priced from $44 to $100. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue Hollywood 46, Cal. 


leys and billiard parlors. 
A considerable portion of its 
promotion budget undoubtedly is 


Despite the motion picture in- 
dustry’s original and perhaps con- 
tinuing hostility to bowling, as 


being its biggest competitor in the 
amusement field, Mr. Binner suc- 
ceeded some time ago in convinc- 
ing the producers that it would be 
to their mutual advantage to make 
short films of bowling and billiard 
exhibitions and contest play. 
The films have been made ¢o- 
operatively, the producers taking 


There's 
KNOWLEDGE 
in the 


VER since 1701 when Yale was founded to fit 
K young men for ‘‘Publick Employment in Church 
& Civil State,’’ the life of the University has always 
run close to contemporary problems. Today it 
touches modern life at many points. 


In this traditional spirit of public service the co- 
operative program between WTIC and the Uni- 
versity was initiated. ‘“Yale Interprets the News’’ is 
designed to provide a better understanding of world 
events by drawing upon the full intellectual re- 
sources of the University. 

Sounds like something that would appeal only to 
the intellectual few? Quite the contrary. Now in its 
fourth year, ‘‘Yale Interprets the News”’ is listened 
to regularly by more residents of Southern New 
England than any other program at the same hour. 

WTIC is proud to be associated with one of the 
great educational institutions of our country in 
order to bring to the people of Southern New England 


wall 


this important series of public service programs. 
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on some of the expense and Mr. 
Binner doing part of the direction 
and supplying the experts, the lo- 
cation and the effects (Brunswick 
alleys, pins, tables, etc.). He has 
insisted -that the films not mention 
Brunswick by name, however, and 
even plays down the company 
name in turning out large posters 
that urge bowlers and billiard 
players to see the films. 


Employs Architects 


Brunswick has also organized a 
large architectural division to pro- 
mote uniform, distinctive fronts of 
the establishments it helps build. 
The company sells alleys, tables 
and other equipment only to those 
who locate on sites considered 
practical by Brunswick’s research 
staff. Brunswick practically un- 
derwrites the success of any pro- 
prietor it helps set up in business. 

The architectural staff is cur- 
rently designing playground and 
recreation centers tying in closely 
with activities of the American 
Commission for Living War Memo- 
rials, American Legion chapters, 
the committee on physical fitness 
of the Federal Security Agency, 
and others who aim at postwar 
erection of war memorials of some 
use to the public and ex-service- 
men. 

Brunswick also maintains a re- 
search laboratory and engages ex- 
tensively in market research. Mr. 
Binner says his own staff and 
several outside research firms re- 
cently carried out studies in sev- 
eral markets to determine the ef- 
fectiveness of various media. With- 
out tipping his hand, he admits 
these findings call for some post- 
war changes in promotion meth- 
ods. He indicates, however, that 
the changes will not include a re- 
turn to use of magazine space— 
tried out rather briefly before the 
war—or use of radio. Some of 
the established media may be used, 
however. 


Prints Sports Booklet 


For its 100th anniversary, Bruns- 
wick apparently is going no fur- 
ther than to publish an attractive, 
informative, 48-page booklet, titled 
“One Hundred Years of Recrea- 
tion: 1845-1945,” which reviews 
the history of sports and the com- 
pany’s activities. 

This history, the result of a 
year’s study, contains a lot of in- 
teresting information about sports, 
about Brunswick’s part in promot- 
ing bowling and billiards and 
about Brunswick’s other activity 
in the period. From time to time, 
it has gone pretty far afield. 

It once manufactured automo- 
bile tires (sold out to Goodrich), 
phonograph cabinets (sold to Edi- 
son Company), records (to Warner 
Brothers), refrigerators, bar equip- 
ment, etc. Many of these side- 
lines grew out of Brunswick lab- 
oratory discoveries made while 
experimenting with rubber, plas- 
ties and other goods used in mak- 
ing billiard and bowling equip- 
ment. 

Whether or not Brunswick in- 
tends to go into other lines again, 
after the war, is yet to be re- 
vealed. During the war it has 
engaged largely in manufacture of | 
war materiel. It has also made) 


a 


READER 
INTEREST 


Backed by eS 
EDITORIAL IDEAS 


@ In large cities wo or more papers would 
¢ to be purchased to read all these features 
Pearing in the Buffalo Courier Express 
Drew Pearson Myrtle Meyer Eldred 
Ed Sullivan Ernest K. Lindley 
Antoinette Donnelly Damon Runyoao 
Eleanor Roosevelt Alice Hughes 
Frank R. Kent H. 1. Phillips 


Dlus, Associated Press, United Press and ex- 
dusivel y in Buffalo. New York Times,Chicago 
ine and International News Service 


Buffalo — 


COURIER & 
EXPRESS 
1s rmeat morning sind Semen nee: 


some sports equipment, most of 
this going to the armed forces and 
very little trickling into billiard 
parlors and bowling alleys. 

Al Paul Lefton, Chicago, handles 
the account. 


Nissy Account Placed 


Nissy Perfumes, New York, 
manufacturer of Mei-Ling and 
Casbah toilet waters, has appoint- 
ed H. W. Fairfax Advertising 
Agency, New York, to handle its 
account. Magazines and news- 
papers are being used. 


Chayes Dental to Lupton 

Chayes Dental Instrument Cor- 
poration, New York, has appointed 
John Mather Lupton Company, 
New York, to handle advertising. 
A campaign in dental publications 
will be launched this fall. 


Buys Ayer & Streb 


Fred C. Streb, partner in the 
printing company of Ayer & Streb, 
Rochester, N. Y., has purchased 
full control from Elmer Ayer, 
partner and co-founder, who plans 
to move west with his family. 


Studies ‘Farm Journal’ 


Since the January issue of Farm 
Journal, Philadelphia, Daniel 
Starch & Staff, New York, has 
been conducting a continuing study 
of readership of advertising of the 
paper, the first such study to be 
made in the farm publication field. 


Elizabeth Woody to G-E 


Elizabeth Woody, director of 
foods for McCall’s from 1935 to 
1944, has been appointed director 
of the General Electric Consumers 
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Institute. Prior to her connection 
with McCall’s, Miss Woody was a 
copywriter at Young & Rubicam, 
New York, specializing in house- 
hold products. 


MIMEOGR A ed 
R SHOP, Inc. 


} THE LETT 


431 S. Dearborn St., Chicago 5,1linois 


desired 


rensesit 


Besides the banking holiday there was 
another national crisis in 1933. “Sandy”, 
Orphan Annie’s dog, was lost. And so it 
came about that on a January morning in 
that fateful year, Harold Gray, Orphan 


Annie’s creator, received the above telegram. 


Mr. Gray called Mr. Ford’s office in 
Dearborn and was told over a private 
leased wire that not only was the telegram 
genuine, but that any time he was in 
Detroit there was a standing invitation 
to dine at Fair Lane, the beautiful Ford 
home overlooking the wooded, winding 


River Rouge. 
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Henry Ford has been called many 


things: Industrialist extraordinary... phil- 
anthropist . . . mechanical genius... the 
world’s wealthiest man... benefactor of 
labor ... motor magnate... but in that 
telegram to Harold Gray was revealed the 
“common touch”—a human being who is 
interested in the same things in which all 
of us are interested—a gentle, kindly 
spirit whose heart is bigger than the mighty 
industrial empire he created. 


said about him, about events, and issues and people. 


Henry Ford has been a reader of The Detroit Free Press for 
more than three score years. He is one of 380,000 other Detroit 
and Michigan men and women who read it... who are moved 
by it... guided by and interested in the things it prints. We 
doubt if Mr. Ford has always agreed with all The Free Press has 


But he 


would defend with his last dollar our right to say it, knowing 
that in that freedom lies America’s strength—the promise of 
still greater opportunities for other Henry Fords to come in 
the years that stretch before us. 


Again may we remind you that it is a great privilege to 


publish a newspaper ... to advertise in Detroit. 


Che Detroit Free Press 


JOHN S&S, 


KNIGHT, PUBLISHER 
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_ How Business and Industry Are Preparing for a Peacetime World 
oR i 3 : nai thas a iti eh i etl MO 


Workers Need Assurance 
of Jobs in Postwar 

Postwar prosperity will depend 
upon selling products to people 
who will want to buy them, 
Everett R. Smith, director of mar- 
ket research for Macfadden Pub- 
lications, Inc., said in a recent 
talk before the Credit Bureau of 
New York. He based his predic- 
tion on research facts, gleaned 
from interviews with wage earner 
families in all parts of the U. S., 
as reported in Electrical Merchan- 
dising. 

He said that in addition to an 
industrial revolution, there has 
been a revolution in the public’s 
attitude in thinking about its jobs 
and in its buying habits. Sales of 


Spang 


ee | 


$135 billions, 50% greater than 
any prewar year, he pointed out, 
will be necessary to provide the 


— | ployes, but as markets and voters. 


The survey, Mr. Smith said, 
discloses that wage earners re- 
spect their jobs and need only re- 
assurance that their jobs will be 
secure before buying in volume 
| sufficient to maintain the employ- 
iment levels aimed at by manage- 
ment. 

* * * 


55 million jobs needed for post- | 


war economic stability. 
further, that since wage earner 
families are 46% of all U. S. fami- 
lies, they will have to account for 
the major portion of these sales. 
For that reason, their faith in the 
future of their jobs and earning 
power must be assured before 
they will purchase what they need 
and want from their three-fourths 
share of the total savings in the 


hands of the public at war’s end. | 


Mr. Smith urged that business 
men consider the need of manage- 
ment to revise its attitude toward 
wage earners, not only em- 


as 


He said | 


Urging better training for sales- 
men going to South America, An- 
i'tonio M. Romera, export manager 
of the Standard Mill Supply Com- 
pany, Providence, R. I., told the 
industrial round table of the In- 
ternational Institute that the sales- 
men of United States companies 
seeking business in Latin America 
“are poorly trained and _inef- 
ficient” as compared with British, 
German and Italian competitors. 
He advised U. S. sales managers 
to train thoroughly the salesmen 
who are to be assigned to those 
countries, and said that every 
salesmen should be taught Span- 


KFH Wichita | 


Count on 100,000,000, 

Everyone knows that the Wichita market 
is a standout today with millions in war 
industry payrolls. But when conditions 
become normal, you can count on solid 


retail sales over Wichita’s up-to-the-min- 
ute selling counters. 


The reason has always been apparent to 
solid-minded time buyers who know the 
great Southwest. They know some sec- 
tions depend alone on oil; some alone on 


KFH 


WICHITA 


WICHITA IS A HOOPERATED CITY 


CBS * 5000 WATTS DAY & NIGHT 
CALL ANY PETRY OFFICE 


sd Ua 


over-the-counter 


wheat; some on agriculture or cattle... 
but Wichita, that solid section of Kansas’ 
biggest and richest market, is enriched 
and perpetuated by all four to which is 
added solid industrial growth. 


Although Wichita’s retail sales reached 
$102,162,086 in 1944, Wichita retailers 
predict new increases in 1945. Your share 
is waiting for you on that selling station 
for Kansas’ richest market. 


An average day at Buck’s, 
Inc. Wichita’s four depart- 
ment stores retail sales in 
1944 amounted to approx- 
imately $20,000,000.They 
tell their shopping news 
over KFH. 


THAT SOLID 


ish, Portuguese or French, de- 
pending on the area to which he 
will be assigned. 

* * 


A prediction of widespread use 
of metal base and wall cabinets 
and demand for complete kitchen 
appliance ensembles, is made in a 
report in Metals & Alloys of a re- 
cent survey of dealers on the types 
of appliances to be sold postwar. 

Among dealers, refrigerators 
will be pushed by 93.2%, vacuum 
cleaners by 86.3% and radios by 
85.6%. Electric ranges, “once a 
Cinderella,” will be sold by 80.4%. 


“Surprise” favorites were: room 
coolers, 52.5%; hearing aids, 
14.8%, and kitchen cabinets, 


48.8. %. 
> o * 


American business after the war 
will face “the toughest selling job 
it has ever known,” Charles B. 
Brown, advertising director of 
RCA Victor, told the Rotary Club 
in El Paso, Tex., recently. 

Warning against over-confi- 
dence, he said that the full pro- 
duction program recognized as 
vital to a sound economy can only 
be achieved through ‘an efficient, 
productive advertising and sales 
program which will move billions 
of dollars in merchandise at a 
reasonable profit to all concerned, 
from worker to investor. Never 
before in our history has the eco- 
nomic problem been as complex 
and the burden on management 
as heavy as it will become in the 
postwar days ahead,” he said. 

“American industry must pro- 
duce and salesmen must sell con- 
tinuously a volume of goods be- 
yond anything that has ever been 
produced and sold before in Amer- 
ica’s peacetime history. We must 
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use every tool in the selling ang 
advertising kit, and we must base 
our advertising investment op 
facts, facts, and more facts. 

* * a 

Said to be the latest tip from 
the automotive feed box regar@. 
ing the postwar automobile, js 
that reported in “The Broad. 
caster” of the McQuay-Norris 
Mfg. Company, St. Louis, which 
says inside dopesters insist “cer. 
tain automobile manufacturers 
will power their cars with a 
sealed-in engine.” 

Such an engine, when it had 
been operated long enough to re. 
quire new rings, would not be 
overhauled but simply turned jn 
for a new power plant. 

From the manufacturer’s stand- 
point, the innovation would re. 
duce production costs and simplify 
parts distribution. 

The idea’s value in a new car 
sales argument is dubious, how- 
ever. The first owner ordinarily 
does not have to worry about en- 
gine work, so the exchange plan 
would not interest him. It is the 
second and third owner who usu- 
ally must replace rings or do 
other major work, and since the 
exchange engine would undoubt- 
edly cost more than a ring job, 
the second or third owner would 
hesitate to buy a used car that had 
a sealed-in engine. Furthermore, 
the article says, exchange engines 
would have to be available at 
every crossroads to give the plan 
any chance of success. 


Knollin Promotes 


W. A. Dunkle of the Los Angeles 
office of Knollin Advertising 
Agency has been’ promoted to 
account executive. 


Reasons why we say: ““WSGN is Alabama’s Best BUY 
Far:”’ (1) Top coverage of the State; (2) 7 out of 10 


top-rated day-time shows; (3) the 38.5‘: 


gain given 


WSGN by the latest Hooper comparison shown below: 


HOOPER ALL-DAY AVERAGE 
SEPT.-OCT. 1944-1943 


STATION 


35.5 


42.3 


—16.4% 


THE BIRMINGHAM NEWS. | 
AGE-HERALD STATION 
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Outlines Program 
for Introducing 
Postwar Products 


Chicago, April 10.— George J. 
Callos, advertising and public re- 
lations manager of the Allis-Chal- 
mers Mfg. Company, Milwaukee, 
presented a 12-point program for 
“Introducing Postwar Products” 
to the Chicago Industrial Adver- 
tisers’ Association last night, em- 
phasizing both the details of pre- 
paring campaigns and the timing 
of the various steps necessary to 
success. 

His 12-point program includes 
the following: 

1, Advertising department 
should be kept advised of new 
products while they are in the 
development stage. 

9. Exact market information 
indicating both sales potentials 
and correct marketing methods 
must be obtained. 

3. “User ‘benefits’ must be 
charted as basis for advertising 
copy. 

Pick Product Name 


4. Product name must be 
chosen. ‘‘Magic Grip” was men- 
tioned as example of successful 


trade name, applied to an im- 
proved A-C sheave. ; 
5. Engineering and_ technical 


literature must be prepared, indi- 


cating product applications as 
well as engineering description. 
6. Easy-to-understand instruc- 


tion book must be provided. 

7. Publication advertising 
should be based on adequate cov- 
erage of primary markets, with 
media carefully selected to do the 
most effective jobs. 

8. Build copy around pictures 
showing product and its applica- 
tions. 

9. Provide advertisements for 
use of dealers. 

10. Support publication adver- 
tising with direct mail, which may 
consist of reprints of ads. 

11. Sales manual explaining 
product and its markets is prime 
necessity. 

12. News releases will provide 
wide publicity. 

In suggesting the right timing 
for the various operations, Mr. 
Callos urged advance house organ 
publicity to stimulate interest 
among salesmen and dealers, fol- 
lowed by presentation of complete 
package of advertising and sales 
Promotion to these groups in ad- 
vance of their release. An ad- 
vance press showing is then fol- 
lowed by release of advertising 
material, including direct mail 
Campaign. Sales contests to de- 
velop effective ideas for closing 
business are then in order to 


maintain enthusiasm throughout 
the organization. 

In urging that pictures be made 
the key to the preparation of in- 


dustrial advertising copy, Mr. Cal- 
los said that readership studies 
have shown that the picture and 
the headline get far more reading 
than the copy, so that they must 
carry the larger part of the load. 

In closing, the Allis-Chalmers 
executive, who was recently nomi- 
nated by Industrial Marketing as 
“the industrial advertising man of 
the year,” said that good adver- 
tising is needed to make volume 
sales, 

“A good sales volume doesn’t 
mean just profits,” he added. “It 
means jobs and opportunity and 


good living. That’s something a 
lot of boys are going to be inter- 
ested in when they come back 
home. Whether or not they get 
it is going to depend in great de- 
gree on the job you do.” 


Sue Bennett to Wiley 

Sue Pyke Bennett, editor of the 
feature, “Vogue & Values,” ap- 
pearing weekly in 25 New York 
suburban newspapers, has joined 
Walter W. Wiley Advertising, New 
York, as account executive for 
Lackawanna Pants Company, 
Scranton, Pa. 


McDonald to AGA 

George A. McDonald, former 
public utility and railroad editor 
for the New York Sun, has been 
named director of publicity for 
the American Gas Association to 
have charge of coordinating the 
group’s expanded program of ad- 
vertising, research and promotion. 


Timken Back in Canada 
Timken Automatic Silent Di- 
vision of Timken Detroit-Axle 
Company has resumed advertising 
in Canada and has appointed Ron- 
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alds Advertising Agency, Toronto, 
to handle a campaign for Timken 
oil burners in eastern Canadian 
dailies. Copy urges building of 
moderate -'‘price homes aro 
this type of heating. 


IMPRINTING 
FOLDING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 8. DEARBORN ST. CHICAGO 


Prepared especially for this campaign by the Caples 


Company. (Agency for National Railways of Mexico). 


Htow-about Your postwar travel ads ? 


Hotel advertising than any other magazine—except 


Recently, a lot of people in the travel business have 
been trying their hands at postwar copywriting like 
this—just to get set with their advertising stories 
against the day when the sea lanes and the airlines 
and the railways are open to peace-time vacation 


travel again. 


Some day (soon we all hope) advertisements like 
this one will once more be appearing in Time, lots 
of them. For travel advertisers know that for years 
Time has been the best way to reach America’s 
most traveled million families. (For nine consecu- 
tive years Time carried more Travel, Resort, and 


for one year when it was second.) 


And TIME will be tops tomorrow too. (Recently, for 
example, a survey indicated that 296,000 TIME fam- 
ilies plan to visit Mexico as soon as the war is over.) 


<i) 


TOPS WITH THE PEOPLE WHO ARE GOING PLACES 
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Business Papers 
Score 16% Gain 
in First Quarter 


Chicago, April 11.—Business 
papers finished the first quarter 
of 1945 with a 16.2% gain in ad- 
vertising volume over the same 
three-month period of °44, accord- 
ing to Industrial Marketing’s com- 
pilation of March and quarterly 
figures. March volume _ gained 
15.7% over last year. 

For the three-month period, in- 
dustrial publications carried a 
total of 50,425 pages of advertis- 
ing, up 13.1%. Trade publica- 
tions, with 10,801 pages, showed 
the biggest quarterly gain, 32.4%. 
The class group carried 5,852 


* WOOD .« 


Well read and liked by the important men 
in a great industry—men who are work- 
ing to achieve wood's exciting future. 


PRODUCTS 


pages, up 11%, while the export 
papers, with a total of 3,843 pages, 
were up 27.5% in ad volume over 
the 1944 quarter. All four classi- 
fications carried a total of 70,921 
pages, compared with 61,027 in 
44 


The trade publications also set 
the pace in March issues with 
3,748 pages representing a 30.5% 
advance over March, ’44. The ex- 
port group, with 1,365 pages, was 
up 21.7%. Industrial publications 
moved ahead 13.1%, with a total 
of 17,600 pages. The class group, 
with 2,015 pages, gained 10.7%. 

The Industrial Marketing com- 
pilation is based on reports from 
106 industrial publications, 32 
.rade papers, 14 export papers and 
22 class papers, a total of 174. 
They carried a total of 24,728 
pages in March issues, compared 
with 21,379 pages in March, 1944. 


Boosts Steel Wares 

Beginning in May issues, Cock- 
field, Brown & Co., Toronto, will 
release a campaign for General 
Steel Wares Ltd., Toronto, to Eng- 
lish and French magazines, class 
periodicals and rotogravure sec- 
tions of national weekend publica- 
tions. 


Long Retires; Sharp 
& Dohme Names Three 


E. Hugh Long, vice-president in 
charge of sales of Sharp & Dohme, 
Inc., Philadelphia, maker of phar- 
maceuticals and biologicals, has 
retired after 35 years of service 
in the industry. 

The company has named R. O. 
Lohrberg general sales director, 
domestic sales division. J. G. Bill 
has been appointed sales distribu- 
tion director in charge of branch 
operations and products market- 
ing, and C. B. Pyle, field operations 
director, both in the domestic di- 
vision. 


Names Brisacher 

Brisacher, Van Norden & Staff, 
Los Angeles, has been appointed 
to direct advertising of Pearson 
Candy Company, Los Angeles, us- 
ing car cards and dealer helps. 


Kolbe Promotes Carr 
Roland Carr, member of the ad- 
vertising sales staff of Radio Tele- 
vision Journal, has been appointed 
advertising manager of Electric 
Appliance Journal. Both are 
Kolbe publications in New York. 


“FACT-POWER” cuides 
FREEMAN SHOE salesmen 


to BETTER SALES 


@ If you wanted to be America’s largest exclusive 
manufacturer of men’s fine shoes . 
. your salesmen’s every step would need 


product. . 
to produce maximum results. 


That’s how the Freeman Shoe Company of 
Beloit, Wisconsin, maintains its leadership, using 
’ of Kardex with Graph-A-Matic 


signal control to summarize and chart sales facts 


the ‘‘Fact-Power’ 


as they occur. 


Executive interpretation and corrective action 


are simple, fast, accurate. 


. or any other 


‘Kardex t 
officials, 


THE FREEMAN 


‘Territorial records reveal each salesman’s per- 
formance against established averages, simplifying 
analysis and guidance. 


ells us everything,’’ say Freeman 


** .. it even facilitates our shoe allotments 

to dealers in compliance with war regulations.’’ 
We'd like to help you develop sales controls as 

effective as these. Call our nearest Branch Office. 


A sales analysis and distribution control record 
brings all facts about each customer’s activities into 


one place, 
nesses in individual lines. 


SHOE CORPORATION 


and other leading companies 
use the record controls shown in 
“‘Graph-A-Matic Control for Sales 


calling immediate attention to weak- 


Management.” 
portant new 96-page book 


Ask for this im- 
free. 


SYSTEMS DIVISION 


Buffalo 5, Ne 


COPYRIGHT 1945, 


REMINGTON RAND 


w York 


REMINGTON RAND INC. 


and have standard 7x10 type page. 


es 
1945 1944 

Industrial Group 
Aero Digest (semi-mo)... *300 *3738 
Air Conditioning & Kefrig- 

eration News (w) (11%x 

De. dat satsesdonssssacas 43 35 
American Aviation (bi-w) *102 *115 
American Builder ...... ned 83 
Americas CY .cccccccss 76 
American Machinist (bi-w) “utter *1721 
Architectural Forum .... 125 
Architectural Record ... rH 96 
Automotive & Aviation 

Industries (bi-w) ...... 378 $411 
PT SEES err err ee 259 302 
Aviation Maintenance 98 93 
Bakers’ Helper (bi-w)... 143 138 
0” RRA rere 57 49 
Brewers’ Digest ........ 34 24 
Brick & Clay Record.... *30 *34 
Bus Transportation ..... 171 121 
Butane-Propane News.... 56 40 
RMR rere *|T114 §*119 
Ceramic Industry ...... *52 *39 
Chemical & Engineering 

DE JS excetameearieess 79 84 
Chemical Industries *110 *92 
Chemical & Metallurgical 

Engineering .......... 340 319 
Civil Engineering ....... 45 39 
Ch Sr teeken tae pea dee 140 112 
Construction Digest (bi-w) 41380 110 
Construction Methods 

CE. coh ctkese alenaurs 137 124 
CE desc gees oes 53 42 
Contractors & Engineers 

Monthly (9%x14) ..... 55 48 
DE cv eteaeneRemeeea's 143 137 
Diesel Progress (84x11). 96 75 
Electric Light & Power... 84 71 
Electrical Contracting ... 128 112 
Electrical South ........ 49 41 
Electrical West ......... 71 65 
Electrical World (w).... 333 228 
OT Se err *326 *274 
Engineering & Mining 

ED és deed wo cae 143 107 
Engineering News-Record 

ME? sencbdieniasidadve 845 *314 
Factory Management & 

Maintenance .......... 366 328 
Fire Engineering ........ 46 39 
Food Industries ......... 164 135 
RS reer 209 167 
Ce 55-66 40a hee eeesvenaes 88 27 
Gas Age (bi-w).......... *|86 *66 
Heating, Piping & Air 

COMGIIOMIRE ccc cicces 137 117 
Heating & Vaniialing 71 55 
Ind. & Eng. Chem........ 155 147 
Industrial Finishing 

ee eee 83 70 
Industry and Power..... 147 126 
BPG BOG ON. bs on cssccss *$798 *757 
Laundry Age (semi-mo.). *{75 *53 
Machine Design ........ 284 208 
Machine Tool Blue Book 

rere 368 353 
| PRR Aer 852 339 
Manufacturers Record 48 49 
Marine Engineering & 

Shipping Review ...... 278 295 
Mechanical Engineering. . 128 101 
Mechanization (4 13/16x 

Ti cas aeleé 6.5.6 4.0.4,0% 83 67 
Metal Finishing ......... 78 72 
Metal Progress .......... 157 140 
Metals and Alloys....... 201 180 
Mill & Factory.......... 825 289 
Mill Supplies ........... 239 206 
Mining and Metallurgy. 26 23 
Modern Machine Shop 

ERUEINSED  Sebsrececsecs 330 335 
Modern Packaging ...... *124 *143 
Modern Plastics ......... *172 *154 
National Bottlers’ Gazette 120 1138 
National Petroleum News 

PE. teddeadiass.s¥> c0es 122 too 
National Provisioner (w) 11185 104 
Oil & Gas Journal (w). -"Ciaees *t$438 
Oil Weekly (w).......... *201 
Organic Finishing ....... iis 0 
i Industry Paper 

PYTULITUTy Trey 107 90 
Paper Mill News (w).... 1*100 *20 
Paper Trade Journal (w) = *134 
Pencil Points ........... 56 
Petroleum Engineer...... a1 193 
Petroleum Refiner ....... 209 198 
yk 4) See *188 *106 
RE 265 256 
Power Plant Engineering 155 134 
Practical Builder 

COEEOEE 446.0:50808005% 29 23 
| leer 57 57' 
Product Engineering as os *386 *348 
Production Engineering 

& Management ....... 154 171 
Products Finishing 

ROUREEED be cb sdereiases 67 45 
eo ae 267 249 
Railway Age (w)........ (2354 243 
Railway Purchases & 

aan 134 111 
Roads & Streets......... 86 74 
Rock Products .......... 89 68 
Sewage Works Engineering 18 18 
Southern Power & 

Industry ....... ere ry 116 120 
= Ty Sitevestesedens 560 440 

SL. cbt Gh ROR SASS 26 21 
ephone Engineer ..... 51 47 
Telephony ey \esse0eens *(t126 *t85 
>... CO A ee 1176 142 
rl ye *88 *60 


Tool & Die Journal 
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MARCH BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 
without written permission. Unless otherwise noted, 


all publications are monthlieg 


Pages 
1945 1944 

COMEROMD | ca secetsssss 16 1% 
Water Works Engineering 

ER rer 60 54 
Water Works & Sewerage 54 “4 
Welding Engineer ...... 96 88 
Western Construction 
oo RAST 113 103 
Wood Worker .......... *66 *64 
Woodworking Digest 

RGRREED coeceeecdnsas *93 *g7 
TOM) oo cccsccccccesves 17,600 15,563 

Trade Group 
American Artisan ....... 97 68 
American Druggist ...... 164 119 
Boot & Shoe Recorder 

GOOMBITED) acc ce cceccs. *128 *118 
Building Supply News... 92 67 
Chain Store Age— 

Administration Edition 

Combination .......... 32 23 

Druggist Edition ...... 130 112 

Fountain Restaurant .. 16 9 

General Merchandise 

Variety Store Edit'’ns 121 93 

Grocery Editions ...... 98 % 
Commercial Car Journal. 191 158 
Domestic Engineering ... 134 118 
Electrical Merchandising 

DY chase pecsncds *1538 *75 
Farm Implement News 

re rere 146 121 
Gever's TOMS .eccieess 92 62 
ESS err 9 ll 
Hardware Age (bi-w).... 380 218 
Jewelers’ Circular—The 

rr eee eee 192 142 
Liquor Store & Dispenser 55 rr 
Men’s Apparel Reporter 

SNGUES cisiacdeaane ds 127 101 
RR eS ere Geena 132 108 
SE GD cid estectanaues 116 Rg 
NJ (National Jeweler) 

8 © ee 223 18 
Office Appliances 

AE eee 131 117 
Photographic Trade News 

RRS eee 34 25 
Plumbing & Heating 

1 ear 49 30 
Sheet Metal Worker..... *67 tl 
Southern Automotive 

EE ke aedsiavene case 86 8) 
Southern Hardware ..... 76 3 
Sporting Goods Dealer... 108 nn 
Syndicate Store Merchan- 

diser (4%x6%) ....... 115 ao 
Underwear and Hosiery 

ches os wise kas 186 14 
Wholesaler’s Salesman 73 6) 

ON Che towed rekawe 8, 748 2,873 

Export Group 
American Automobile 

(Overseas Edition) ... 75 56 
American Exporter ..... A349 268 
Automovil Americano .. 90 " 
Caminos Y Calles (bi-mo) 40 2” 
Farmaceutico ........... 59 65 
Hacienda (two editions). 117 q 
Ingenieria Internacional 

OS Pee ee 139 125 
Ingenieria Internacional 

Construccion .......... 76 66 
Oficina Mecanica Moderna 

a. 6 eer errr 118 106 
Petroleo Interamericano 

EE) aseunoca.wascas 128 " 
Revista Aerea Latino 

NE. icc vadencisic *39 *$5 
Revista Rotario 

hls... 3 ee 10 é 
Spanish Oral Hygiene 

(4 B/EGRT BSG) ccc ces 44 2 
World Petroleum ...... 81 1 

| RTP eee 1,365 1,122 

Class Group 
Advertising pony (w) 

| ae |164 177 
American Funeral 

eS SOOO Te 49 7 
American Hairdresser ... 66 bd 
American Restaurant 13 5 
Banking (7x10 3/16) 74 55 
iS 6 Rr rer 67 66 
Dental Survey........... 141 a 
Hospital Management 78 “ 
Hotel Management ...... 98 a 
Hotel World-Review (w) 

NOD de bvtccks:s0 vies *39 *§35 
Industrial Murketing eaves 118 105 
Medical Economics 

SORINEEE sebansaccsse. 109 118 
Modern Beauty Shop..... 80 La 
Modern Hospital ........ 189 1m 
Modern —_ 

SOOT" ere 139 139 
Nation's Schools. Cas eds 70 sd 
Occupational Hazards " 

} eee 83 4 
Oral Hygiene 

(4 5/16x7 8/16) ....... 150 I 
Restaurant Management. 68 Se 
Scholastic Coach ........ 21 ! 
School Management . 

ok 0 30 4 
Traffic World (w)....... 159 J 

EE ened) Kod04isess 2,015 1,821 


§Includes special issue. *Includes classi: 
fied advertising. {Last issue estim@ 
tFive issues. Two issues. A Two ‘editions 


ttEstablished January, 1945. 
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‘Chemical Trends’ 
Tells Conditions 
in That Industry 


Washington, April 11.—“‘Chem- 
ical Trends and Developments,” a 
report released today by the De- 
partment of Commerce, presents 
an over-all picture of conditions 
in the chemical industry. 

The report appears as Part 2 
of the industrial reference service 
_chemicals, drugs and pharm- 
aceuticals and is one of a re- 
sumed series discontinued in 1941 
for security reasons. Its purpose 
is to provide the business public 
with information on current de- 
velopments as portrayed by both 
official and responsible trade re- 

rts. 
mrt was prepared by the staff of 
the chemical unit, Bureau of For- 
eign and Domestic Commerce, 
under the general direction of 
c. C. Concannon, chief of that 
unit. 

The report will be issued from 
time to time and will review the 
industry from the viewpoint of six 
major divisions—inorganic and or- 
ganic chemicals, fertilizers, insec- 
ticides, plastics, and paints and 
varnishes. It will also include a 
section covering certain interna- 
tional aspects. 

Statistics embodied in the series, 
covering production, shipments, 
stocks, exports, imports, etc., are 
collected by the Bureau of the 
Census, Tariff Commission, Bu- 
reau of Mines, War Food Admin- 
istration and the Bureau of Labor 
Statistics. 

The report summarizes the 
situation in inorganic chemicals, 
organic chemicals, fertilizers, plas- 
tics, paints, varnishes and lac- 
quers, as well as the international 
chemical industries. 


Ralph Winslow Named 
Koppers Ad Manager 


Ralph Winslow, formerly di- 
rector of advertising and public 
relations of Libbey-Owens-Ford 
Glass Company, 
Toledo, has be- 
come advertis- 
ing manager of 
Koppers Com- 
pany, Pitts- 
burgh. His ap- 
pointment was 
previously an- 
nounced in the 
April 2 ApvEer- 
TISING AGE. 

Mr. Winslow 
was with Lib- 
bey - Owens- 
Ford for four years and was pre- 
viously with Armstrong Cork 
Company, Lancaster, Pa., as as- 
sistant advertising manager. 


Ralph Winslow 


Lee to Young & Rubicam 


Charles T. Lee, for four years 
assistant to Don Francisco in the 
Office of the Coordinator of Inter- 
American Affairs, has joined the 
international division of Young & 
ubicam. 


Names Kaufman 


Industrial waundry, Inc., Ar- 
lington, Va., has appointed Henry 
J. Kaufman Advertising, Wash- 
ington, D. C., to release a direct 
mail campaign promoting the 
company’s shop towel rental- 


‘aundry service. 
(eee 


Mat turn on WFDF Flint, 
7@or, . 
please excuse my | 


Triangle Expands 

Triangle Publications, Inc., New 
York, publisher of Official Detec- 
tive Stories, Screen Guide, and 
Seventeen, has leased an entire 
floor at 11 W. 42nd St., and, effec- 
tive April 16, editorial, advertis- 
ing, promotion, and circulation 
offices will move to the new loca- 
tion. 


Poll Voters’ Reasons 
Duell, Sloan & Pearce, Inc., New 

York, has published “The People’s 

Choice,” public opinion survey 


among residents of Erie County, 
Ohio, in 1940 on how people choose 
their leaders. Among topics dis- 
cussed are: “The Vote Decision,” 
“Social Differences Between Re- 
publicans and Democrats” and 
“The Radio and the Printed Page.” 
Copies may be had from the pub- 
lisher at $3. 


Blue Promotes McCann 


Olive McCann, secretary to E. 
R. Borroff, vice-president in 
charge of the Blue Network cen- 
tral division, has been appointed 


manager of the network’s sales re- 
search department, succeeding 
Robert Ewing, who has joined the 
a and spot sales department of 


Join Spitzer & Mills 

David G. R. Brown, formerly 
with George Weston Bread & 
Cakes Company, Toronto, has 
joined Spitzer & Mills, Toronto, as 
treasurer. Edward A. Phillips, 
formerly with Canada Packers, 
Toronto, has joined the agency’s 
creative staff. 


47 
R&R Boosts Brennan 


Thomas F. Brennan, with the 
copy staff of Ruthrauff & Ryan, 
New York, since 1923, has been 
appointed copy director. 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 


ww 


4 RR 


FACTS .. . between 1920 and 1940 Los Angeles County population 


increased 1,849,188, became the nation’s third largest and richest 


market, and its fifth greatest industrial center. 


Since 1940 it has gained 463,849 in population and become America’s 


second largest producer of war goods... no war boom, but a contin- 


uation of its time proven ability to absorb enormous population gains 


and keep pace industrially. 


Because the Herald-Express is read by 51,600 to 71,500 more families 


in the vital city and retail trading zone than any other daily news- 


paper, it is the logical first choice on present and postwar advertising 


schedules planned to reach this amazing market. 


LARGEST DAILY CIRCULATION IN THE 


WEST 


Represented Nationally by Paul Block and Associates 
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Texaco Honors Vets 

Texas Company, New York, has 
scheduled a color page in Collier’s 
and black-and-white ads in Lib- 
erty, Life, Newsweek, The Satur- 
day Evening Post and Time to pay 
tribute to all men and women who 
are honorably discharged from the 
armed forces. Copy displays prom- 
inently the honorable discharge 
emblem and reminds readers that 
“13,000,008 men and women will 
wear this.” First ad appears in the 
April 9 Time. Newell-Emmett 
Company, New York, handles Tex- 
aco advertising in newspapers and 
magazines. 


More Research, 
Plant Expansions 
Mapped by Firms 


Servel, Others Ready 
to Meet Problems 
of Reconversion 


Chicago, April 11.—Postwar ex- 


Underwood Ups Donovan P2nsion plans drew major em- 


James D. Donovan, formerly 


}manufacturers' to 


reports of 
stockholders, 


phasis this week in 


sales manager of the typewriter | vith plant construction, research 


division of Underwood Elliott 
Fisher Company, New York, has 
been appointed district manager 
of the eastern sales district. 


McGinnis to BBDO 


Allen McGinnis, formerly with | holders and employes, outlining a 
service and 
Corporation,| winding up with its views on re- 
has joined the creative staff of|construction and a postwar pro- 


the market research division of 
Schenley Distillers 


Batten, Barton, Durstine & Os- 
born, Los Angeles. 


‘and distribution setups 
‘heavily in the advance planning. 
| Outstanding among the 


figuring 


latest 


the fiscal year ended Oct. 31, 1944, 
is reflected in record revenues 
from sales which mounted from 
$48,548,170 in 1943 to $58,019,340 
last year, a 19.5% gain. But, said 
Louis Ruthenburg, president, net 
profits dropped from $1,828,236 to 
$1,663,731. This decline, he ex- 
plained, is due primarily to the 
decrease in sales of refrigerators 
from the reserve stockpile “and 
to increased expenditures for re- 
taining public good will and for 
maintaining effective agencies of 
distribution,” which he describes 
as “important measures for pre- 
serving assets essential for prompt 
resumption of postwar activities.” 


Bigger Business Seen 


Cancellation of war contracts 
will bring on difficult reconversion 
problems, entailing operating 
losses and temporarily reduced 
employment, but when full pro- 


reports is the joint accounting |duction of goods is attained “our 


| made by Servel, Inc., Evansville,| business should be substantially 


|Ind., to its “partnership” of share- | larger than our prewar business,” 


lthird year of war 


| gram. 
| Record production 


volume for 


the Servel head declared. Along 
with its war work, the company 
has planned for an expanded busi- 
ness volume and its program was 
distributed as a case record by 
the Committee for Economic De- 


Clanker Colerage 


OF LATIN AMERICA'S PETROLEUM INDUSTRY! 


This coverage is important to sellers of 
petroleum equipment and service in Cen- 
tral and South America, with widening pro- 
duction and refining tempo augmented by 


the conditions of war. 


The constant shift from foreign to 
national personnel makes PETROLEO 
DEL MUNDO ideal for your sales story, 
because it is published im Spanish for the 
Refiners, Producers, and Marketers of 
Latin America. All the articles deal with 
Latin American problems, answering ques- 


tions uppermost in their 
minds. No wonder each 
copy is read by six or more 
of the Latins who are inter- 
ested in producing and re- 


fining petroleum products. 

While post-war development of the 
vast resources of the twenty Latin-Ameri- 
can Republics is believed by all experts to 


be one of the greatest areas of industrial 


ing audience 


development of the immediate future, 
much new equipment is needed now. Each 
issue of PETROLEO DEL MUNDO is 
greeted with enthusiastic acclaim. 


Your sales story in this medium is as- 
sured of an eager and interested purchas- 


that’s ready to buy now! 


PETROLEO 


‘W. WADMAN 


+ oa 


A 


j 


DEL 


velopment. 

Advertising, selling and service 
expenses amounted to $1,785,885 
for the year, with administrative 
and general expenses at $1,075,- 
927. Servel’s nutrition program, 
including two campaigns carried 
out in cooperation with gas utili- 
ties and supplemented by the net- 
work show, “Fashion in Rations,” 
and a campaign to enlist full co- 
operation of the utilities in mer- 
chandising Servel’s all-year gas 
conditioner, accounted for a $616,- 
000 boost in advertising, selling, 
general administrative and engi- 
neering research expenses, 

An increase in capital stock, ap- 
proved by stockholders, will give 
Servel additional funds to recon- 
vert and expand manufacturing 
facilities for gas and kerosene 
household refrigerators; facilities 
for quantity production of gas air- 
conditioning units; reconversion 
and modernization of facilities for 
commercial electric refrigeration 
equipment; purchase or lease of 
added facilities now owned by De- 
fense Plant Corporation and op- 
erated by Servel; and erection of 
a new building to house admin- 
istrative, accounting and sales de- 
partments. 
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The company is confident that 
there will be an expanded marke} 
for the Servel gas refrigerator, ang 
plans have been made for intep. 
sive development of the com. 
mercial electric refrigeration qj. 
vision, Mr. Ruthenburg said. | 
also plans volume production of 
the Servel gas water heater, and 
foresees a bright future for the 
gas air conditioner, which will be 
made in a limited number of 
standardized models for residences 
and small commercial establish. 
ments. It will be shipped from 
the factory as a_ self-contained 
“package” unit. Gas companies 
which have installed 400 of these 
units, will tie in with advertising 
and merchandising of the new 
product. 


American Home to Expand 


American Home Products Corpo- 
ration, New York, will spend up to 
$15,000,000 in a plant and labora- 
tory expansion program, Alvin G, 
Brush, board chairman, recently 
told stockholders and employes ijn 
connection with issuance of the 
1944 yearbook. Since Pearl Har- 
bor, the company has spent more 
than $7,500,000 on buildings, ma- 
chinery, equipment, etc. The ex- 


SUNDAY POST 
WAY OUT IN FRONT 
IN MOST POPULAR 

COMIC STRIPS 


appears in another Sunday paper. 


paper. 


fishing is best! 


LKL_ ‘Ort rata 


Readers of the Houston Post know they 
can depend upon the Post for the most 
entertaining features. In addition, the Post 
is the only Houston newspaper offering a 
complete market page and carrying both 
Associated and United Press news services. 
It has an excellent sports page and carries 
many special features of interest to all 
members of the family. . . . That is why it 
is known in Houston as a family news- 


Every member of a family helps spend 
the family income. For this reason Hous- 
ton advertisers prefer the pages of the 
Post, a family newspaper. They have found 
that they get greater returns on their ad- 
vertising dollars. The Post led the field in 
1944 in the important retail grocery adver- 
tising (17% ahead of nearest competitor). 
The local boys usually know where the 


Try the pages of the Houston Post and 
get a full return on your advertising dollar 
in one of the world’s richest markets! 


THIS ISN’T FUNNY! 


BUT COMICS IN HOUSTON POST ARE! 


The Post Carries 8 out of 10 
of Nation's Leading Comics 


/ 


(LAME) 
=| 


The Houston Sunday Post carries eight out - 
of ten of the nation’s leading comic strips. 
The ten leaders, based on the national cir- 
culation are: 1. Joe Palooka; 2. Blondie; 
3. Li'l Abner; 4. Little Orphan Annie; 
5. Terry and the Pirates; 6. Dick Tracy; D ELIV E R ED 
7. Moon Mullins; 8. Gasoline Alley; 

9. Bringing up Father; 10. The Gumps. 
Eight of these leading comic strips appear 
in Houston in the Sunday Post. Only one 


94.6% DOOR 


OR MAILED 


OVER 1,000,000 
CONSUMERS 
Buying over 
$260,000,000 

WORTH YEARLY 


ee 


The 1930 census showed Houston 
second only to Los Angeles ® 
percentage of growth, and wt 
1930 it is second only to Was 
ington, D. C. There are now over 
1,000,000 people in the oy 
area, and they buy $260,000 
worth of consumer merchandise 
yearly according to the | 


ures reported by Sales Manage 
ment. 

REPRESENTED BY BURKE, KUIPERS AND MAHONEY 
THE HOUSTON POST 
FIRST IN THE TEXAS MORNING FIELD 
IN CITY AND SUBURBAN CIRCULATION . 
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sue most Candling Offers 4VER MADE AMERICA'S FUTURE PLLOTS! 


wa WIN FREE FLYING LESSONS 


. GET PRE-FLIGHT TRAINING KIT... 


Oo eg bam 


A REAL PIPER CUB” AIRPLANE!! 
11,760.00" IN FLYING SCHOLARSHIPS! 1! TB 


f=) “Breakfast of 


38 —— (sms 


Rae ss 


CONTEST COPY—This 500-line news- 

paper ad was used to announce Gen- 

eral Mills’ new Wheaties contest of- 

fering a Piper Cub plane as first prize 

and $11,760 in flying instructions or 
cash as additional prizes. 


pansion program will emphasize 
improved manufacturing  tech- 
niques, bigger production totals, 
new product development and an 
extended research program. 

Last year sales of new products 
developed in American Home 
Products laboratories over the 
past decade comprised $23,000,000 
of the over-all $105,000,000 gross 
sales for °44, Mr. Brush said. 
Scientific research personnel has 
doubled within the past three 
years, and research of 33 labora- 
tories in the U. S. and Canada has 
been correlated. The company 
spent over $1,000,000 for labora- 
tory research and control last 
year, and sets this year’s figure at 
$1,500,000. Drugs, food and house- 
hold products divisions were 
reorganized; divisional operations 
in production and merchandising 
were unified, and advertising and 
public relations activities were in- 
tegrated in an expanding con- 
sumer relations program. 

The corporation’s products 
spread over five “light” industries 
—medical products, food products, 
packaged drugs, household prod- 
ucts and cosmetics—which pose 
no serious question of reconver- 
sion after the war, Mr. Brush 
pointed out. 


Minnesota Mining Ready 


Minnesota Mining & Mfg. Com- 
pany, St. Paul, has earmarked 
funds to carry out an expansion 
program in the immediate postwar 
period, including a new “Scotch 
tape” addition to its St. Paul plant 
and a roofing granules plant in 
the South. The additions, in- 
cluding equipment, are estimated 
to cost $4,000,000. A 3-M Com- 
pany subsidiary, Inland Rubber 
Corporation, Chicago, recently 
was authorized by the government 
to build and operate a $7,000,000 
plant at Ottawa, Ill., for military 
tire production. 

With record 1944 sales of $41,- 
613,741 and net earnings of $2,030,- 
116, Acme Steel Company, Chicago, 
lakes satisfaction from the fact 
that it has no reconversion prob- 
lems. As soon as restrictions are 
lifted, this firm plans to launch a 
— postwar expansion pro- 


Colgate - Palmolive - Peet Com- 
Pany, Jersey City, according to 
E.H. Little, president, may spend 
$9,000,000 in a postwar property 
replacement and modernization 
Program. Engineering work has 
ilready started on some of the 
Projects, with actual construction 

Proceed whenever possible. Net 
meome for 1944 totaled $7,002,483, 
compared with $6,616,969 the pre- 
"ious year. Domestic sales, $134,- 
7,782, soared 18% over the pre- 
"ous record year. 


ee 
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Some New Customers 

Are Waiting For You 

if your business is in something 
to eat or drink 


.: OF something to wear, or just 
sbout anything. Here’s a market 


that really ri ds to the “invita- 
m to buy.” For the Negro looks 
and 1s race press with confidence 


loyalty. Your advertising in 
and Papers can win the r nse 
lion regular patronage of this 7 bil- 
tm dollar market. t the facts on 
m_ of the success stories built by 
al eesing in this live field. Drop 

etter or post card today to 


interstate United Newspa 
ers, Inc. 
“S FIFTH AVENUE, ew ‘YORK 


Ad Club Seeks $15,000 


The St. Louis Advertising Club 
has begun a drive to raise $15,000 
with which to meet expenses to 
promote the 7th and 8th War 
Loan drives in its area. The club 
already has about $5,000 for the 
drives, but needs $20,000 in all. 


Aids Small Retailers 
Pathfinder, Washington, D. C., 

has compiled results of surveys on 

small town retailing into the 


“Main Street Merchant,” bulletin 
mailed free to more than 150,000 


retail merchants in towns under 
25,000 population. Immediate ob- 
jective of the service is to aid mer- 
chants in merchandising available 
goods while maintaining brand 
preference against the time when 
standard quality is available. 


Begins Peerless Drive 

The British American Oil Com- 
pany Ltd., Toronto, has begun its 
largest campaign for Peerless 
Motor oil, using daily newspapers, 
rotogravure supplements, and na- 
tional magazines from April to 
October. P 


Sinclair Gains $4,300,000 


Consolidated net income of Sin- 
clair Oil Corporation, New York, 
and subsidiaries amounted to $27,- 
367,794 in 1944 compared with 
$23,083,709 in 1943, H. F. Sinclair 
stated in the annual report to 
stockholders. 


Radio in Cancer Drive 


A total of 900 stations through- 
out the country will donate eight 
15-minute periods each to the 
American Cancer Society’s na- 
tional fund drive. The series of 
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recorded programs and direct ap- 
peals opened April 1 with a dram- 
atization of the life of Wilhelm 
Roentgen, discoverer of the X-ray. 


Strauss to Cashmere 


L. M. Strauss will resign his 
post as representative for Innes 
Henderson & Co., Hawick, Scot- 
land, which he has held for 10 
years, to become director of sales 
and advertising of Cashmere Cor- 
poration of America, maker of 
Hadley cashmere products and 
yarn, effective June 30. 


We can make your paper clips 


in ABOUT 400 YEARS @ 


rok 
"aN 
A 


lr probably would take more than 400 years 
to make, by hand, all the paper clips Ameri- 
can business uses in a year. 

But fortunately, although paper clips are 
small items, the making of them is big busi- 


ness. 


Behind their prompt delivery to you 
stand the mining and metal working indus- 
tries, the lumber and paper industries, ma- 
chine tool industries, transportation and 
shipping, wholesaling, retailing—and all 
the other processes and services that con- 
stitute the business market. 


The making in 


America of paper clips 


and steamships; of all things, both great 
and small, is the world’s biggest business. 
And the makers provide the world’s big- 
gest market for whatever you have to sell. 

If you would advertise to the men who 
direct and control this tremendous market, 
you need all the coverage you can get. Just 


¢ ¢ ¢ 
.> 
4 


now, you can get, through Business Week, 
126,384 circulation; through Fortune, 178,- 
920; through U. S. News, 207,141 and 
through Nation’s Business, 451,385. 

The total is 963,830—nearly a million men 
who make the decisions on what, when and 


from whom to buy the 
worth of materials and 
American business. 


billion of dollars 
services used by 


Even a million circulation isn’t enough, 
but it’s a good start and all you can hope for 
without going into the mass field for what- 
ever business circulation you can nibble off 
the edges. Use more than these four if you 
can—the market justifies it—but, anyway, 


don’t use less. 


NATION’S BUSINESS 
Washington * DC 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. 


fications (single insertion rates): % in., $3.50; 1 to 8 in., $6.50 per inch. 
WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


All other classi- 


HELP WANTED 
ADVERTISING MEN 
Somewhere there are two young 
men who have just been released 
from the service or are about to be 
released and have had Advertising 
experience. One of Ohio's oldest and 
best rated Advertising agencies has 
opening for two such men who are 
anxious to assume _ responsibility. 
Give complete qualifications and 

send photo with first letter. 
Box 7246, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I). 


-Wanted: 
A Top-Flight 
Sales Executive 


who wants to build 
a future 


One of America’s leading print- 
ing organizations is looking for 
a capable, experienced sales 
executive. 


This man must be thoroughly 
familiar with printing processes 
... and, more especially, with 
printing selling. 

The opportunity for this man 
is wide in scope... now and 
after the war. The salary is 
substantial. The company is 
located in Chicago. 


If you believe that you have 
the experience, knowledge and 
executive ability to fill this job 
...and if your record shows it 
.. + please write a letter giving 
full details. 


Address Production Manager 
Foote, Cone & Belding 
919 N. Michigan Ave. 
Chicago 11, Illinois 


HELP WANTED 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
200 S. State St., Har. 2063, Chicago 


ADVERTISING SALESMEN 


Prefer previous experience general, 


industrial, trade journals. Consider 


ambitious, interested, veterans, be- 


ginners. Salary. Real future. Promi- 


nent company. 
Box 7234, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


WANTED 


ASSISTANT ADVERTISING 
MANAGER FOR 
WEST COAST 

DEPARTMENT STORE 


This store is large and well-known 
throughout country. Position will be 
permanent. These qualifications are 
needed: considerable experience in 
layout, production, copy, type, and 
ability to guide work of 20-30 per- 
sons. Your application is invited and 
will be accorded strict confidence. 
Be sure to include complete business 
and personal data and approximate 
salary requirements. 


BOX 6107, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


HELP \VANTED 
Industrial Advertising Assistant for 
creative work in large department 
of nationally known diversified 
manufacturer in essential industry. 
Ability to write, spark ideas along 
with some merchandising experi- 
ence, Ability to get along with others 
in department is important. In ap- 
plying, give experience, include a 
few samples of work and recent 
snapshot or photo. All replies will 
be held in confidence and material 
returned. 


Catalog Compiler—Another opening 
in same department for middle aged 
man for steady job at moderate pay 
but with security and pleasant 
working conditions to specialize on 
catalog pages and price schedules. 
Man must be thoroughly experienced 
in catalog work. Send samples of 
work and recent photo. All replies 
held in strict confidence. 


Above positions are with one of the 
country’s outstanding companies lo- 
cated in the mid-west. Company has 
bonus plan, insurance and pension 
plan. 

Box 7257, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
EDITORIAL POSITION available, on 
a leading business publication in 
the merchandising field. The job 
includes re-writing, reporting, plenty 
of correspondence with readers and 
preferably either the ability or will- 
ingness to learn the use of camera 
equipment. Please give full particu- 
lars as to salary, and experience, etc. 
Box 7220, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Long-established midwestern agency 
wants copywriter and layout man— 
mail order background preferably. 

State experience, salary desired. 
Box 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l1. 

ASS’T TO PROMOTION MANAGER 

NEW YORK NEWSPAPER 

Man versed in media promotion to 

be right-hand man to department 
head. Executive calibre, writing 
ability, creative. Write fully, state 
salary, draft status. 

Box 7247, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MAN capable of 
taking complete charge of advertis- 
ing department for live progressive 


chain jewelry organization in the 
East. Salary $7500 to $15,000 de- 
pending on experience and ability. 


Address Bass-Luckoff Adv. Agency, 
David Stott Bldg., Detroit, Michigan. 


J. E. Campeau, Managing Director 


pid 
ah W 
Enjoyment 


Adam J. Young, Jr., Inc., National Representative 


PROGRAM PROMOTION 


WITHA 


ALLOP! 


Long an audience promotion leader 


in this 


paper 


FULL PAGE in a recent Detroit 
newspaper 
added proof of our consistent 

efforts in behalf of advertisers 
and agencies, to maintain and 
increase our audience. 

rally, advertising pays US, 
just as it pays the sponsors 


of our programs! 


In The DETROIT AREA, It's .. . 


CKLW 


UNION GUARDIAN BUILDING, DETROIT 26 


area (from actual news- 


linage records) . . . this 


is 


(560,000 circ.) 


Natu- 


5,000 WATTS at 800 Kc. 
DAY and NIGHT 


Mutual Broadcasting System 


TOO GOOD TO BE TRUE? 

NO! IFI’S A FACT! 
Owner of highly successful small 
agency wants man who can handle 
production and general work. Good 
salary. 5 Bonus arrangement as 
soon as he proves himself. Write 
fully, in confidence. Our people 
know of this ad. 
Box 7259, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Advertising Artist thoroughly famil- 
iar with daily newspaper reproduc- 
tion. All around ability essential. 
Ready to wear and shoes experience 
a “must.” Pleasant working condi- 
tions. 5-day week. 
30x 7249, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ART DIRECTOR 
for small, progressive Newark, N. J., 
advertising agency. Creative retail 
& industrial. Some finishing. $5,000. 
Give complete details. 
Box 7251, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
PHOTO ENGRAVING 
PRODUCTION MAN 
Must have good knowledge of busi- 
ness, be capable of handling 
correspondence and servicing some 
out of town accounts. Excellent op- 
portunity. Large firm. State age, 
exp., education, and salary desired. 
Box 7252, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Advertising Production Man for me- 
dium size agency handling con- 
sumer and industrial accounts. This 
position offers excellent opportunity 
to young man who knows produc- 
tion thoroughly but who eventually 
wants an opportunity totry his hand 
at copywriting, layout or contact. 
Salary to start $3,600.00. Marvin 
Hahn Advertising, 614 Boulevard 
Bldg., Detroit 2, Michigan, 


for last six years, Hitchcock Publish- 
ing Co.’s Machine Tool Blue Book, 
Wood Working Digest, Latin-Amer- 
ican Catalogs wants new connection. 
Close personal contact with all 
Metal Working and Industrial Ad- 
vertisers and Agencies in Ohio, 
Western New York, Northern Penn- 
sylvania including Pittsburgh. Mem- 
ber Cleveland Chapter NIAA. White, 
wire or telephone, Dudley B. Trott, 
2187 Olive Avenue, Cleveland 7, 
Ohio. Telephone Boulevard 8844. 


REPRESENTATIVES WANTED _ 


Advertising Space Representative— 
Excellent opportunity for ‘“go-get- 
ter’’ to work mid-west territory out 
of New York office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for the past forty years. Start- 
ing salary $5,000 and expenses, plus 
bonus on commission basis. Reply 
giving age, education, experience 
and references. 

Box 7203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 
Advertising promotion position 
desired by capable man, 15 years as 
advertising artist, with layout expe- 
rience, middle thirties, married, re- 
liable. Position with agency or Com- 
pany in Detroit or Toledo preferred. 
Best of references. 

Box 7253, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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POSITIONS WANTED 
AVAILABLE ~~ 


Advertising and commercia} art 


studio co-ordinator and schedule gy 
pervisor. r 


Woman, 30 yrs. old, with 10 yrs, 
in all creative and mechanical pr; 
duction phases of advertising  ¢. 
ordination and scheduling. 


eXp, 


Experienced as assistant art dire 
tor. j 


Has handled client contact; a)) jy. 
ner office detail, including job esti. 
mating, costs and billing on art and 
mechanics for all medias. 


Excellent references. 
available in Chicago. 
Box 7256, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [)). 
EXP. MARKET ANALYST ~ 
Consumer & industrial research, 
GOOD STATISTICIAN, M. §. 
Wishes to Free-lance services, Has 
small organization. 
Box 7248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I), 
Lady Artist wants agent to promot 
sales, or agency, studio or businegs 
firm who needs art work in or out- 
side Chicago. Miss G. G. Howard 
6078 Newburg Ave. Chicago, nm. 
Phone Newcastle 1287. 
SALES—CONTACT IN ADvV, 
Veteran 29 with 7 preinduction years 
of adv. experience—4 as adv. mgr 
for large industrial mfr., desires 
connection with agency or publica. 
tion in sales or contact work 
Box 7255, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il}. 


MISCELLANEOUS 


JOB WANTED 

If your product is sold in grocery 
stores, FFR wants to work for you 
FFR wants the job of keeping you 
abreast of the news, trends and de- 
velopments affecting the processing 
advertising, marketing and saleg of 
grocery store merchandise. 
Write for a free sample copy of 
FFR, or enter a subscription today 
It is $3.00 a year for 26 issues chock 
full of information of vital interes: 
to you. FOOD FIELD REPORTER 
330 W. 42nd St., Room 2120, New 
york is, N. Y. 


Imm« diately 


A 
SPECIALIZED 
FOR 
SMALLER ADVERTISERS 


SERVICE 


Plans ... Copy... Layout for na- 
tional magazine, trade and business 
paper advertising. Direct advertis- 
ing, folders, booklets, catalogs; house 
organs, publicity. 


15 YEARS’ EXPERIENCE 
Agency; contact and copy; sales 
promotion and advertising coun 
selor; market and field research 
printing planning and _ production 
supervision; mass-consumed and in 
dustrial products and service. Fe 
computed on size of job to be don 


Accounts desired only where per 
sonal service and contact can be 
given—in and near Chicago. 


Box 7254, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, IIL 


| 

The only radio # 

station in all broadcasting & 
history to receive these THREE # 
AWARDS in one year # 

y 


== 


— at 


VARIETY 
PLAQUE AWARD for 1944 


presented to WTAG for 
“Helping to make One World — Blueprint for Future” 


The Peabody 


(by the GEORGE FOSTER PEABODY COMMITTEE) 
presented to WTAG for ) 
“Outstanding Contribution to the 
Welfare of the Community it Serves” 


The du Pont Radio Award for 1944 


presented to WTAG for 


" ... outstanding public service in encouraging, promoting and 
developing American ideals of freedom and for loyal devoted 
service to the nation and to the community .. . 


Award 


” 


_—__——_ 


WTAG 


BASIC CBS18t Represented by RAYME 


WORCESTER, MAS 


Owned and Operated by! 
Worcester Telegram-Gaze! 


contai 
pany’s 
that tl 
the ar 
manua 

A de 
person 
tions : 
Cook’s 


An opr 
where y 
work ar 
manage’ 
lished ir 
the larg 
you can 
depend 
advertisi 
and cap 
should 
ing inco 
because 
to devot 
renderin: 
present | 
he must 
count e) 
managin 
In servin 
industria! 
ucts. It 
tunity she 
operating 
Serving . 
dustrial ¢ 
$10,000 te 
vertisin 

work, ti 
in full d 


tions, to 
qualificat 
degree o 
be kept 
complete 
‘nce and 
an indica 
clude phi 
send sam 
taking ch 
Ad in wi 
ender co 
This is a | 
Proportion 
Postw. 


Box 
0 E. OF 


co. 


F¢ 


We're y 
4 brillia 
@ broad 
on impo 
whose w 
© adapt 
techniqu 


The ma 
beautifu 
Prove h 
Chief's j 


We're a 
located j 
Unusual!) 
©Ounts ar 
ful Perfc 
tell us , 
experies 
Worked ; 
Mg a std 


Our Peop 


BOX 6 
10 W. 4; 


: b . . ' — . . . *: i . E J a nf wh. - i 2 ‘ A ae a 

rr 4 
& | fom 

i an gen Cc 

: Pe 

a ee | 2. 

i Aue 4 

ee ; 

: 4 | ! | Pe ™ 
— Ki 
 & SS |: 
OW has 
oe ' for | 

- | ee tse 
4 repo! 
a | date 
a eral 
ae relat 
_ aa aan, form 
— ee ted 
—— turbi 
on } ee 7x1 
— book: 
: a Di\ 
bl the 

— and 
ie 4 recor 

iio serve 

~~ with 
— the f 
— 1944, 
‘ presic 
“nn the « 
. | recor¢ 
|Z crease 
4 | The 
— —— full-c« 
_ EE a BR 
{ pany” 
| REPRESENTATIVES AVAILABLE | 
* | CLEVELAND DISTRICT MANAGER | 
em , 

ie — . 

pra | 

ee j 

STs, Pe 

Ee OP 

3 P . IND 

- Po - 

pee 
| pe 
een 

P aman iaatari anetinaaaamnraaini | 

. | wea 

— i uated ne 

_ al SS 

ig : 2 

; é ; ( net 
— ATER DOROTHY THOMPSON 

_ | pV amnane (Meer 

. | : 

= e e wat® = . " \ | 

seit eit \\ er ooo New some na Se ner toil: SLES = | __. 

s \% oO Seer co iene tay so | 

— a me ti corucete aye ' 

. a VAS sone ct a 

2 \ = on ewo stanD-out wax -DAY aia 10 

a : | ' Downey THE ines 8s : 

&§ ane ¢ TC 
4 ; toe eve “= an ica hem we ay 

ae ’ = ened oot 4 

- ‘ wownat (UU. ron ~ \ = 
| mom £2. Siete es q 
* ‘, ae “ ae npn “y % 4 » a 

o e CS} ee \ e %, ' i A ie ee / 3 Bs . | 
: aie — ae ag. od ‘ “ on 4 RE Le yaa Bay as PT | Z 

ie i | 
7 a r 
a ee 
. ee Se | 
OSS 
| ee _ 


Advertising Age, April 16, 1945 


1945 
Cook’s Annual 
| art + 
«= | Report Contains 
-e. | Postwar Manual 
dit Kansas City, Mo., April 10.— 
k Paint & Varnish Company 
dire. } jas published its annual report 
for 1944 in a unique manner that 
all in. | permits removal of the financial 
D esti- report material to leave an un- 
rt and dated sales manual useful for sev- 
eral years. In addition, portions 
diately relating to the company’s war per- 
, formance may be similarly omit- 
- ted at a later date, without ais- 
a turbing the completeness of the 
rch. 7x11” loose leaf, plastic bound 
8. pooklet. : ' 
s. Has Divided into three sections— 
\GE the year’s operations, the men 
I. and equipment who made the 
romote § record, and markets and how we 
usiness § served them—the booklet opens 
yuu with the financial statement for 
ro, HW } the fiscal year ending Nov. 30, 
1944, signed by Charles R. Cook, 
DV. president. Mr. Cook reports that 
n years } the company’s sales reached a 
desixa | record level of $14,758,649, an in- 
yublica- crease of 15.3% over sales in 1943. 
k , The booklet has an attractive 
“ 7 full-color cover which merely 
— says “Cook Paint & Varnish Com- 
y” on the front cover and 
' | contains reproductions of the com- 
ge sli the back 
for you. | pany’s line on the back cover, so 
ing you § that the cover is equally good for 
and de} the annual report or for a sales 
sales of manual. : 
A double spread of typical Cook 
copy of | personnel is followed by illustra- 
n today : ici j 
8) Ef tions of research technicians in 
es chock . : . 
interest | Cook’s laboratories, in turn fol- 
ORTER 
20, New : 
aes OPPORTUNITY FOR 
ERS INDUSTRIAL AGENCY 
for ACCOUNT EXECUTIVE 
usiness 
advertis- An opportunity to step into a position 
ZS; house where you can continue account executive 
work and assume the duties of general 
manager of a medium-size, long-estab- 
NCE lished industrial agency, located in one of 
yy; sales the largest industrial centers. The income 
z. coun you can make from this opportunity will 
research depend strictly upon your own industrial 
roductior advertising and agency managing ability 
in- and capacity. A fixed salary now set up 
di and in a 
rice, Fee should be considered only as a basic liv- 
be done ing income. This opportunity is presented 
because the owner of the agency desires 
nere per: to devote more and more of his time to 
t can be rendering other collateral services to the 
a present clients of the agency. To do so, 
“v9 he must be relieved of creative and ac- 
: ' count executive work and many agency 
G AGE managing duties. The agency specializes 
11, DL Fer tmy ee of metals and 
= industrial equipment and building prod- 
ucts. It is + its 25th year. This oppor- 
tunity should appeal to one who has been 
operating a one-man industrial agency, or 
serving as an account executive on in- 
dustrial accounts with appropriations from 
$10,000 to $80,000, or to an industrial ad- 
vertising manager who is ready for agency 
work. This opportunity will be explained 
in full detail, after preliminary negotia- 
tions, to the man who has the proper 
qualifications and evidences the expected 
degree of interest. Your ——— will 
kept in strictest confidence. Give 
complete outline of your personal experi- 
ce and qualifications, family status, and 
in indication of your earning power; in- 
tude photograph, if available. Do not 
“nd samples. This opportunity involves 
takin charge of a going agency opera- 
‘ion in which the owner will continue to 
ador collateral services to its clients. 
his is a place where ron can progress in 
Proportion to your ability and capacity in 
Postwar era. 
Box 6109, ADVERTISING AGE 
1 E. Ohio Street, Chicago II, Illinois 
TOP-FLIGHT 
FOR 4-A AGENCY 
We're willing to pay the price for 
a brilliant writer! ... Aman who has 
a broad background of experience 
on important national accounts and 
whose writing is sufficiently flexible 
to adapt itself to a wide range of 
techniques. 
The man we select will be in a 
beautiful spot to grow. If he can 
Prove he has the stuff, the Copy 
Chief's job is open to him. 
We're a medium-sized 4-A agency, 
— located in New York City, with an 


Unusually interesting group of ac- 

counts and a long record of success- 

ful performance. When you write, 
i tell us about your past agency 
experience, the accounts you ve 
Worked on and your ideas regard- 
ing a starting salary. 


Our people know about this ad. 


BOX 6108, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y.° 


lowed by pictures of Cook’s fac- 
tory equipment, the three main 
plants, warehouses, filling ma- 
chines and sealers and conveyors. 

Drawings and photographs of 
home interiors, furniture, cabinets, 
buildings, etc., describe tue num- 
erous uses to which Cook paints 
and other products are put. 

Newspaper advertising, displays, 
circulars, farm publications and 
Cook’s promotion over its own 
station, WHB, Kansas City, are 
detailed, its service specialists, 
branches, contractors and dealers 
pointed out. 


How Cook restricts its line in 
relation to its merchandise policy 
is told in a _ section devoted to 
paints, wallpaper, glass, curtains, 
pictures and floor coverings, while 
a map of the Midwest illustrates 
concentration by Cook in areas 
dominated by its Detroit, Kansas 
City and Houston plants. It lists, 
besides its main plants, 70 stores, 
10 distributing warehouses and 
stores and the radio station. 

Photographs of 60 military ve- 
hicles and equipment show the 
range of application of Cook 
products to the war effort. 


To ‘Popular Mechanics’ 


William P. Langreich, formerly 
operator of his own free lance 
creative service in New York, and 
formerly on the promotion staff of 
Woman’s Home Companion, has 
joined Popular Mechanics, Chi- 
cago, as promotion manager. 


New Lansdowne Series 


Lansdowne Distillery, Baltimore, 
is launching a new national cam- 
paign for Lansdowne Reserve 
Blended Whisky, beginning this 


month in 17 states, using news- 


53 
51 


papers, car cards and outdoor. The 
series is built around Lands- 
downe’s slogan, “The Old-Fash- 
ioned Blended Whisky.” Theodore 
A. Newhoff Advertising Agency, 
Baltimore, has the account. 


To Advertise Table 


American Safety Table Com- 
pany, Reading, Pa., maker of in- 
dustrial safety tables, will resume 
national newspaper and magazine 
copy on May 15 for the first time 
in several years. Lester Harrison 
Associates, New York, is the 
agency. 


* 


MOTOR AGE Aecchea it/ 


Perhaps you have been looking for an up-to-date count of all the retail automo- 
tive outlets in business today. There are 78,498 of them. And automotive 


jobbers—6,217. 


The above tabulation breaks them down—and you may have a complete count 


by states if you want it. 


This, of course, is the tremendous market into which thousands of copies of 
MOTOR AGE are mailed, on paid subscription, each month. These are the 
men who are buying all they can get today—and will really go to town on post- 


war volume. 


MOTOR AGE is their favorite magazine, built on post-war lines and with post- 
war psychology and handling. At present, unable to publish all the advertising 
offered, on account of the paper shortage—when restrictions are lifted it will 
again serve everyone, with unlimited space available—plus customers with top- 


flight purchasing power. 


FIRST IN IMPORTANCE—Car Dealers and Independents 


MOTOR AGE 


A 
CHILTON 
PUBLICATION 


LU) 


Chestnut and 5éth Streets, Philadelphia 39, Pennsylvania 
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The rates for this department are as follows: 
and “Representatives Available,” 50 cents a line, 


% 


fications (single insertion rates): 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
minimum charge $2. Terms cash with order. 


in., $3.60; 1 to 3 in., $6.50 per inch. 


All other classi- 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


HELP WANTED 
ADVERTISING MEN 
Somewhere there are two young 
men who have just been released 
from the service or are about to be 
released and have had Advertising 


experience. One of Ohio's oldest and 
best rated Advertising agencies has 
opening for two such men who are 
anxious to assume _ responsibility 
Give complete qualifications and 
send photo with first letter. 

Box 7246, ADVERTISING 

100 E. Ohio St., Chicago 11, 


AGE 
Il. 


-Wanted: 
A Top-Flight 
Sales Executive 


who wants to build 
a future 


One of America’s leading print- 
ing organizations is looking for 
a capable, experienced sales 
executive. 


This man must be thoroughly 
familiar with printing processes 
...and, more especially, with 
printing selling. 

The opportunity for this man 
is wide in scope... now and 
after the war. The salary is 
substantial. The company is 
located in Chicago. 

If you believe that you have 
the experience, knowledge and 
executive ability to fill this job 
... and if your record shows it 
. . + please write a letter giving 
full details. 


Address Pr i 


Foote, Gene & Belding 
919 N. Michigan Ave. 
Chicago 11, Illinois 


HELP WANTED 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 

United States 
WILLIAMS—Personne!l 
Har. 2063, Chicago 


SALESMEN 


GEORGE 
209 S. State St., 


ADVERTISING 


Prefer previous experience general, 
| sndwotrtal, trade journals. Consider 
| ambitious, interested, veterans, be- 
ginners. Salary. Real future. Promi- 
nent company. 

Box 7234, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 

ADVERTISING PUBLISHERS 


SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


WANTED 


ASSISTANT ADVERTISING 
MANAGER FOR 
WEST COAST 

DEPARTMENT STORE 


This store is large and well-known 
throughout country. Position will be 
permanent. These qualifications are 
needed: considerable experience in 
layout, production, copy, type, and 
ability to guide work of 20-30 per- 
sons. Your application is invited and 
will be accorded strict confidence. 
Be sure to include complete business 
and personal data and approximate 
salary requirements. 


BOX 6107, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


HELP \VANTED 


Industrial Advertising Assistant for 
creative work in large department 
of nationally known diversified 
manufacturer essential industry. 
Ability to write, spark ideas along 
with some merchandising experi- 
ence. Ability to get along with others 
in department is important. In ap- 
plying, give experience, include a 
few samples of work and recent 


in 


snapshot or photo. All replies will 
be held in confidence and material 
returned. 


Catalog Compiler—Another opening 
in same department for middle aged 
man for steady job at moderate pay 
but with security and pleasant 
working conditions to specialize on 
catalog pages and price schedules. 
Man must be thoroughly experienced 
in catalog work. Send samples of 
work and recent photo. All replies 
held in strict confidence. 


Above positions are with one of the 
country’s outstanding companies lo- 
cated in the mid-west. Company has 
bonus plan, insurance and pension 
plan. 
Box 7257, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, M1. 


EDITORIAL POSIT ION available, 
a leading business publication in 
the merchandising field. The job 
includes re-writing, reporting, plenty 
of correspondence with readers and 
preferably either the ability or will- 
ingness to learn the use of camera 
equipment. Please give full particu- 
lars as to salary, and experience, etc. 
Box 7220, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. . - 


“on 


Samcaneneiaaed midwestern agency 
wants copywriter and layout man— 
mail order background preferably. 
State experience, salary desired. 
Box 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ASS’T . TO PROMOTION MANAGER 
NEW YORK NEWSPAPER 
Man versed in media promotion to 
be right-hand man to department 
head. Executive calibre, writing 
ability, creative. Write fully, state 

salary, draft status. 
Box 7247, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MAN capable of 
taking complete charge of advertis- 
ing department for live progressive 
chain jewelry organization in the 
East. Salary $7500 to $15,000 de- 
pending on experience and ability. 
Address Bass-Luckoff Adv. Agency, 
David Stott Bldg., Detroit, Michigan. 


J. E. Campeau, Managing Director 


Adam J. Young, Jr., 


Inc., National Representative 


—— wom 


WITHA 


in this 


FULL 


Long an audience promotion leader 
paper linage records) 


newspaper 
added proof of our consistent 
efforts in behalf of advertisers 
and agencies, to maintain and 
increase our audience. Natu- 
rally, advertising pays US, 
just as it pays the sponsors 


of our programs! 


In The DETROIT AREA, It's .. . 


CKLW 


UNION GUARDIAN BUILDING, DETROIT 26 


area (from actual news- 
. this 
PAGE in a recent Detroit 
(560,000 circ.) 


is 


5,000 WATTS at 800 Kc. 
DAY and NIGHT 


Mutual Broadcasting System 


TOO GOOD TO BE TRUE? 
NO! IT’S A FACT! 
Owner of highly successful small 
agency wants man who can handle 
production and general work. Good 


salary. saa 3onus arrangement as 
soon as he proves himself. Write 
fully, in confidence. Our people 
know of this ad. 
30x 7259, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Artist thoroughly famil- 
iar with daily newspaper reproduc- 
tion. All around ability essential. 
Ready to wear and shoes experience 
a “must.” Pleasant working condi- 
tions. 5-day week. 

30X 7249, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 
ART DIRECTOR 
for small, progressive Newark, N. J., 
advertising agency. Creative retail 
& industrial. Some finishing. $5,000. 


¥. 


Give complete details. 
Box 7251, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PHOTO ENGRAVING 
PRODUCTION MAN 

Must have good knowledge of busi- 
ness, be capable of handling 
correspondence and servicing some 
out of town accounts. Excellent op- 
portunity. Large firm. State age, 
exp., education, and salary desired. 
Box 7252, ADVERTISING AGE 
100 E. Ohio St., C hicago > a 2 


Advertising Production Man for me- 
dium size agency handling con- 
sumer and industrial accounts. This 
position offers excellent opportunity 
to young man who knows produc- 
tion thoroughly but who eventually 
wants an opportunity totry his hand 
at copywriting, layout or contact. 
Salary to start $3,600.00. Marvin 
Hahn Advertising, 614 Boulevard 
Bldg., Detroit 2, Michigan, 
REPRESENTATIVES AVAILABLE 
CLEVELAND DISTRICT MANAGER 
for last six years, Hitchcock Publish- 
ing Co.’s Machine Tool Blue Book, 
Wood Working Digest, Latin-Amer- 
ican Catalogs wants new connection. 
Close personal contact with all 
Metal Working and Industrial Ad- 
vertisers and Agencies in Ohio, 
Western New York, Northern Penn- 
sylvania including Pittsburgh. Mem- 
ber Cleveland Chapter NIAA. White, 
wire or telephone, Dudley B. Trott, 
2187 Olive Avenue, Cleveland 7, 
Ohio. Telephone Boulevard 8844. 


REPRESENTATIVES WA NTED f 


Advertising Space Representative — 
Excellent opportunity for “go-get- 
ter’ to work mid-west territory out 
of New York office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for the past forty years. Start- 
ing salary $5,000 and expenses, plus 
bonus on commission basis. Reply 
giving age, education, experience 
and references. 

Box 7203, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


POSITIONS WANTED 


Advertising promotion position 
desired by capable man, 15 years as 
advertising artist, with layout expe- 
rience, middle thirties, married, re- 
liable. Position with agency or Com- 
pany in Detroit or Toledo preferred. 
Best of references. 

Box 7253, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


! = ; es 


Advertising Age, April 16, 1945 


POSITIONS WANTED 


AVAILABLE 


Advertising and commercia] 
studio co-ordinator and schedule x 
pervisor. 


Woman, 30 yrs. old, with 10 yrs, ey 
in all creative and mechanical] = 
duction phases of advertising rg 
ordination and scheduling. 


Experienced as assistant art direc. 
tor. 


Has handled client contact; a) jp. 
ner office detail, including job esti- 


mating, costs and billing on art ang 


mechanics for all medias. 
references, 
in Chicago. 
ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ])), 
EXP. MARKET ANALYST _ 
Consumer & industrial research, 
GOOD STATISTICIAN, M. §. 
Wishes to Free-lance services, Has 
small organization. ; 
Box 7248, ADVERTISING AGE 
___ 100 FE. Ohio St., Chicago ba Til. 


Lady Artist wants agent to Promote 
sales, or agency, studio or businegs 
firm who needs art work in or out- 
side Chicago. Miss G. G. Howard, 
6078 Newburg Ave., Chicago, fH, 
Phone Newcastle 1: 287. 


SALES—CONTACT IN / ADV. 
Veteran 29 with 7 preinduction years 
of adv. experience—4 as adv. mgr 
for large industrial mfr., desires 
connection with agency or publiea- 
tion in sales or contact work 

Box 7255, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ij] 


MISCELLANEOUS | 


JOB WANTED 
If your product is sold in grocery 
stores, FFR wants to work for you. 
FFR wants the job of kee ping you 
abreast of the news, trends and de- 
velopments affecting the processing 
advertising, marketing and saleg of 
grocery store merchandise. 
Write for a free sample copy of 
FFR, or enter a subscription today, 
It is $3.00 a year for 26 issues chock 
full of information of vital interest 
to you. FOOD FIELD REPORTER, 
330 W. 42nd St., Room 2120, New 
York 18, N. Y. 


Excellent 
available 
Box 7256, 


A 
SPECIALIZED 
FOR 
SMALLER ADVERTISERS 


SERVICE 


Plans ... Copy... Layout for na- 
tional magazine, trade and business 
paper advertising. Direct advertis- 
ing, folders, booklets, catalogs; house 
organs, publicity. 


15 YEARS’ EXPERIENCE 


Agency; contact and copy; sales 
promotion and advertising coun- 
selor; market and field research 
printing planning and _ production 
supervision; mass-consumed and in- 
dustrial products and service. Fee 
computed on size of job to be done 


Accounts desired only where per- 
sonal service and contact can be 
given—in and near Chicago. 


Box 7254, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 
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The only radio ! 

station in all broadcasting # 
history to receive these THREE § 
AWARDS in one year ! 
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VARIETY 
PLAQUE AWARD for 1944 


presented to WTAG for 
“Helping to make One World — Blueprint for Future” 


The Peabody 


(by the GEORGE FOSTER PEABODY COMMITTEE) 
presented to WTAG for 
“Outstanding Contribution to the 
Welfare of the Community it Serves” 


The du Pont Radio Award for 1944 


presented to WTAG for 


. outstanding public service in encouraging, promoting and 
developing American ideals of freedom and for loyal devoted 
service to the nation and to the community .. . 


Award 


“ 


_ 


WTA 


BASIC C beg Represented by RAY MER 


" WORCESTER, MASS. 


Owned and Operated b 
Worcester Telegram-Gaz 
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Cook’s Annual 
Report Contains 


Postwar Manual 


Kansas City, Mo., April 10.— 
cook Paint & Varnish Company 
has published its annual report 
for 1944 in a unique manner that 
permits removal of the financial 
report material to leave an un- 
dated sales manual useful for sev- 
eral years. In addition, portions 
relating to the company’s war per- 
formance may be similarly omit- 
ted at a later date, without ais- 
turbing the completeness of the 
7x11” loose leaf, plastic bound 
pooklet. 

Divided into three sections— 
the year’s operations, the men 
and equipment who made the 
record, and markets and how we 
served them—the booklet Opens 
with the financial statement for 
the fiscal year ending Nov. 30, 
1944, signed by Charles R. Cook, 
president. Mr. Cook reports that 
the company’s sales reached a 
record level of $14,758,649, an in- 
crease of 15.3% over sales in 1943. 

The booklet has an attractive 
full-color cover which merely 
says “Cook Paint & Varnish Com- 
pany” on the front cover and 
contains reproductions of the com- 
pany’s line on the back cover, so 
that the cover is equally good for 
the annual report or for a sales 
manual. 

A double spread of typical Cook 
personnel is followed by illustra- 
tions of research technicians in 
Cook’s laboratories, in turn fol- 


UNUSUAL 
OPPORTUNITY FOR 
INDUSTRIAL AGENCY 
ACCOUNT EXECUTIVE 


An opportunity to step into a position 
where you can continue account executive 
work and assume the duties of general 
manager of a medium-size, long-estab- 
lished industrial agency, located in one of 
the largest industrial centers. The income 
you can make from this opportunity will 
depend strictly upon your own industrial 
advertising and agency managing ability 
and capacity. A fixed salary now set up 
should be considered only as a basic liv- 
ing income. This opportunity is presented 
because the owner of the agency desires 
to devote more and more of his time to 
rendering other collateral services to the 
resent clients of the agency. To do so, 
e must be relieved of creative and ac- 
count executive work and many agency 
managing duties. The agency specializes 
in serving manufacturers of metals and 
industrial equipment and building prod- 
ucts. It is in its 25th year. This oppor- 
tunity should appeal to one who has been 
operating a one-man industrial agency, or 
serving as an account executive on in- 
dustrial accounts with appropriations from 
$10,000 to $80,000, or to an industrial ad- 
vertisin manager who is ready for agency 
work. This opportunity will be explained 
in full detail, after preliminary negotia- 
tions, to the man who has the proper 
qualifications and evidences the expected 
degree of interest. Your application will 
kept in strictest confidence. Give 
complete outline of your personal experi- 
ence and qualifications, family status, and 
an indication of your earning power; in- 
clude photograph, if available. Do not 
send samples. This opportunity involves 
taking charge of a going agency opera- 
tion in which the owner will continue to 
render collateral services to its clients. 
This is a place where Ie can progress in 


Proportion to your ability and capacity i 
the postwar era. ” a 


Box 6109, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


TOP-FLIGHT 
COPY WRITER 


FOR 4-A AGENCY 


We're willing to pay the price for 
a brilliant writer! ... A man who has 
a broad background of experience 
on important national accounts and 
whose writing is sufficiently flexible 
to adapt itself to a wide range of 
techniques, 


The man we select will be in a 
beautiful spot to grow. If he can 
Prove he has the stuff, the Copy 
Chief's job is open to him. 


We're a medium-sized 4-A agency, 
located in New York City, with an 
unusually interesting group of ac- 
counts and a long record of success- 
ful performance. When you write, 
tell us about your past agency 
experience, the accounts you ve 
worked on and your ideas regard- 
ing a starting salary. 


Our people know about this ad. 


BOX 6108, ADVERTISING AGE ,: 
330 W. 42nd St., New York 18, N. Y.. 


lowed by pictures of Cook’s fac- 
tory equipment, the three main 
plants, warehouses, filling ma- 
chines and sealers and conveyors. 
Drawings and photographs of 
home interiors, furniture, cabinets, 
buildings, etc., describe tue num- 
erous uses to which Cook paints 
and other products are put. 
Newspaper advertising, displays, 
circulars, farm publications and 
Cook’s promotion over its own 
station, WHB, Kansas City, are 
detailed, its service specialists, 
branches, contractors and dealers 
pointed out. 


How Cook restricts its line in 
relation to its merchandise policy 
is told in a section devoted to 
paints, wallpaper, glass, curtains, 
pictures and floor coverings, while 
a map of the Midwest illustrates 
concentration by Cook in areas 
dominated by its Detroit, Kansas 
City and Houston plants. It lists, 
besides its main plants, 70 stores, 
10 distributing warehouses and 
stores and the radio station. 

Photographs of 60 military ve- 
hicles and equipment show the 
range of application of Cook 
products to the war effort. 


To ‘Popular Mechanics’ 


William P. Langreich, formerly 
operator of his own free lance 
creative service in New York, and 
formerly on the promotion staff of 
Woman’s Home Companion, has 
joined Popular Mechanics, Chi- 
cago, as promotion manager. 


New Lansdowne Series 


Lansdowne Distillery, Baltimore, 
is launching a new national cam- 
paign for Lansdowne’ Reserve 
Blended Whisky, beginning this 
month in 17 states, using news- 
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papers, car cards and outdoor. The 
series is built around Lands- 
downe’s slogan, “The Old-Fash- 
ioned Blended Whisky.” Theodore 
A. Newhoff Advertising Agency, 
Baltimore, has the account. 


To Advertise Table 


American Safety Table Com- 
pany, Reading, Pa., maker of in- 
dustrial safety tables, will resume 
national newspaper and magazine 
copy on May 15 for the first time 
in several years. Lester Harrison 
Associates, New York, is the 
agency. 


* 


MOTOR AGE Aecches st/ 


Perhaps you have been looking for an up-to-date count of all the retail automo- 
tive outlets in business today. There are 78,498 of them. And automotive 


jobbers—6,217. 


The above tabulation breaks them down—and you may have a complete count 


by states if you want it. 


This, of course, is the tremendous market into which thousands of copies of 
MOTOR AGE are mailed, on paid subscription, each month. These are the 
men who are buying all they can get today—and will really go to town on post- 


war volume. 


MOTOR AGE is their favorite magazine, built on post-war lines and with post- 
war psychology and handling. At present, unable to publish all the advertising 
offered, on account of the paper shortage—when restrictions are lifted it will 
again serve everyone, with unlimited space available—plus customers with top- 


flight purchasing power. 


FIRST IN IMPORTANCE—Car Dealers and Independents 


MOTOR AGE 


A 


CHILTON 
PUBLICATION 


® 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
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Fairchild Names Palmer 
New England Manager 


Wallace Rice Palmer, with the 
advertising staff of Daily News 
Record, New York, for the past. 
four years, has been appointed 
New England manager for Fair- 
child Publications, succeeding A. 
W. Kirkpatrick, retired after 44 
years with the company. 

New and enlarged offices for the 
advertising staff in the New Eng- 
land area will be opened about May 
1, and will also house the Boston 
news staff. Sid Feiss of the foot- 
wear advertising division will 
transfer his headquarters from 
New York to the new office. 


Young to Nat'l Silver 


B. B. Young, formerly account 
and merchandising executive with 
the Joseph Katz Company, Balti- 
more, has been appointed director 
of advertising and sales promotion 
of National Silver Company, New 
York. 


Continuity Pays, 
Wilson's ‘Rector 


Column’ Proves 


Newspaper Ad Series 
Gets High Readership, 


Smith Says 


Chicago, April 10.—A record for 
continuity in newspaper adver- 
tising and theme which is prob- 
ably unmatched in the national 
advertising field was reviewed 
here before the Newspaper Rep- 
resentatives Association of Chi- 
cago today by Don Smith, adver- 
tising and sales promotion man- 
lager of Wilson & Co., giant meat 
| packer. 
| “Do we believe in the value of 


continuity in newspaper advertis- 
ing?” Mr. Smith asked, and an- 
swered that the question contains 
its own reply. “We not only be- 
ilieve in the value of continuity, 
| but we have proved this value to 
|our own satisfaction, as evidenced 
|that we have published the George 
‘Rector service column weekly 
|without a break for more than 
'six years, and have no present in- 
|tention of abandoning it.” 

_ The first column featuring the 
noted chef appeared in newspapers 
on Nov. 17, 1938, and this week 
marks the appearance of the 334th 
consecutive column, with theme 
|and ideas unchanged. Of a purely 
service nature, the column con- 
tains recipes, helpful food hints 
and similar material. Only one 
change has been made in the ma- 
terial in the years it has been 
running, and that a minor change 
in format: It started out as single 
full column, and now it appears 
as 135 lines on two columns—the 
same amount of space as origi- 
nally. 


Pointing out that the column has 


replaced no Wilson advertising, 
Mr. Smith said the company was 
formerly a spasmodic newspaper 
|advertiser, but that the Rector 
‘column has now reached a point 
where it is considered almost as 
stable an operation of the com- 
pany as anything else which is 
done week after week. 


Column in 162 Papers 


The column appears in 162 
papers (including forced com- 
binations) in 120 cities, and plays 
to a weekly audience of 9,561,000 
people, at a cost of $5,900 weekly. 
During the six and one-half years 
it has been running, it has had a 
total circulation of 3,193,415,000, 
has cost Wilson $2,020,463 for 
space, has resulted in 90,180 lines 
of advertising for each of the 
papers on the list, and has occu- 
pied a total of 14,609,160 lines. 

Wilson & Co. supplies all its 
managers and district men with 
small easels, and each gets an ad- 
vance proof of the forthcoming 
Rector column, so that “this 


week’s Rector column” is con- 


“To reach industrial and community 


leaders, we use The ROTARIAN” 


“Air transportation,’ 


its three-mile-a-minute speed, is essentially 
appealing to businessmen and citizenry alive 
to the advantages of the fastest facilities for 
movement of people, express and mail. 


“Furthermore, air transportation will defi- 


says Mr. Crary, “with 


says Afar kp Cres 


Vice President in Charge of Traffic for United Air Lines 


You'll cruise in 
half-million dollar 


nitely broaden its market and its advantages 
will be enjoyed by many more people in the 
immediate post-war period. Businessmen and 
leaders in communities, large and small, will 
set the example for the much more general 
acceptance of air transportation. 


“Rotarians are leaders in communities. They 
are alert to the new opportunities which air 
transportation provides. By the power of 
example they will help the airlines create the 
much larger market to which air transporta- 
tion can logically penetrate. 


“As a result of our investigation of ways to 


ICTURE giant fourengine United 

Mainliners winging majestically over 
the famous Main Line Airway at speeds 
up to five miles per minute! 

A postwar dream? Not at all! History 
was made recently when United Air 
Lines signed contracts with the Douglas 
Aircraft Company for fifty of these half 
miliion dollar Mainliners—a $25,000,000 
fleet of the finest planes ia the world. 

California to New York in only 8'4 
tours! Just imagine having breakfast in 
New York, completing a full day's busi- 
ness in Chicago and returning to Man- 
hattan the evening of the same day. Or 
fying from Denver to Chicago in a scant 
3 hours . .. eighty minutes between San 
Francisco and Los Angeles . .. the entire 
length of the Pacific Coast between lunch 
and dinner! 

The DC4 United Maialiver will carry 
4 passongers in sew spacious comfort 


at 200 mules per hour—a “Fh 
minute” transport! While the DC4, the 
even larger 56-passenger sky giant, will 
cruise at 300 miles per bour—e" five-mile- 
@-minute™ transport! 

Both the DC4 and DC4 Mainliners 
will be equipped for daytime as well as 
overnight sleeper plane service. 

The first of United's great four-engine 
Mainliners are scheduled to go into serv- 
ice along the Main Line Airway next year. 
Supplementing these giant transports will 
he United's popular 21-passenger, twin- 
engive Mainliners 

There will be many new inter<ity and 
coast-to-coast sehedules providing finer, 
faster service for air travelers, mail, sic 
express and air freight. 

Supplying the public with the highest 
t of airline service bas always beeo 
dle geltey of United Air Lines This 
$25,000,000 coatrect for “half-millica dob 


lar” transp. 4 that United 
will offer greater speed, more flights, finer 
planes and the last word in service aloft 
en the Main Line Airway —coast to coast, 
the route that goes where business is, 


THe mare ne arewaT 


ad 


reach these industrial and community leaders, 
we use The Rotarian.” 


A fuil page advertisement from The Rotarian prepared by N. W. 
Ayer &” Son, Inc., Chicago, advertising agency for United Air Lines. 


Our bulletin, “The Uncovered Influence Market,” contains facts and figures about the high 
buying power and the business, personal and community influence of this executive audience 
(now over 200,000 net paid)... evidence which convinced United Air Lines and many other 
national advertisers of the merits of The Rotarian. Write for your copy today. No obligation. 


OT 


THE 


COMMUNITY 


Rotarian < 


35 East Wacker Drive, Dept. 11, Chicago 1, Wl. 


2 


New ‘York’ Office: 125: Easi 46th Street 
New York 17, New York 


Detroit Office: 7338 Woodward Avenue. 
Detroit 2, Michigan 


Pacific Coast Office: 681 Market “Street 


San Francisco 5, California. 


>. 
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WEEK AFTER WEEK—At the left is 
one of the early George Rector col- 
umns Wilson & Co. instituted in news- 


papers back in 1938. 


in the continuing series, unchanged ex- 
cept for the size (now 135 lines on 
two columns) appear at the right. 


Bolled Tongue—Dreticious, Smohed or Frey 
ow ngs erty ons 


yes WEEKLy 


WILSON’S WeEKty 


uMilin 


Two of the latest 


stantly in front of the entire sales 
Some 
prints are mailed out in advance 


organization. 


of each insertion. 


Just to show what six and a 
half years of continuous news- 
paper advertising looks like in the 
flesh, Mr. Smith had all of the in- 
sertions in the campaign pasted 
and started to unwind 
his roll before the astonished eyes 
of the representatives. 
long before he reached the end, 
but statisticians have learned that 
his collection of Rector ads ran to 
330 feet and some odd inches. 

Statisticians were 
too, to learn that the Continuing 
Newspaper 
has shown a constantly improv- 


together, 


Study of 


ing score for the 


When it started, it got about 6% 


10,000 _re- 


He quit 


interested, 
Reading 


Rector series. 


of the women 


chipping off readership of better 


than 30%. 


Gerber Signs for Films 


Training Corporation, 
Detroit, has been appointed by 
Gerber Products Company, Oak- 
land, Cal., maker of Gerber’s baby 
to produce training and 


Visual 


foods, 
merchandising 


clude films for training the Ger- 
ber marketing organization, and 
for retail merchandising and con- 


readers; now it is 


films. Plans in- 


sumer education. 


Join Benton & Bowles 


Williston P. 


Munger Jr., with 


Arthur Kudner, Inc., New York, 


for the past 
Lucille Ressel, 


eight years, and 
formerly script an 


commercial writer for NBC, have 
joined the copy staff of Benton 
& Bowles, Inc., New York. 


A FACT 


Pencil Points serves reoder 


manufacturer. 


Editorial emphasis on prod 
evelopment m# 


usage and 


magazine the common d 
between architect 


uct dat § 
kes this ;{ 
enominatot , 


and manufacturer. 


(See new book “10 FACTS”): 


MORAL for you: ! 
Points is shortest dis- 


tance between 

vov and the 

ARCHITECT. 
2. Use 


The Magazine of 
Progressive Architecture 


330 West 42d St. 
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Solventol Treats 
Jobbers to ‘Strip 
Tease’ Promotion 


(Picture on Page 59) 

Detroit, April 12.—The unique 
double role of Minsky and Santa 
Claus will be played this spring 
by Solventol Chemical Products, 
Inc., in its promotion of Solventol 
household cleaner. 

“A naughty smile and soft femi- 
nine curves” —those of a blond 
model named “Miss Solventol”— 
are being employed in a “strip 
tease” sales presentation for job- 
pers, according to H. A. Goodwin, 
director of sales. The presenta- 
tion, in the form of a flip chart, 
shows the young lady playing a 
double role herself—acting as a 
purlesque queen “robed in filmy 
gowns and underthings” part of 
the time, and part of the time not, 
and as a charming housewife “at- 
tired in a pleasingly abbreviated 
play suit.” 

As a burlesque queen she helps 
tell the story of Solventol’s de- 
velopment and utilization, and as 
housewife she shows how the 
cleaner is suitable for various 
household tasks. The presentation 
is guaranteed as being entirely de- 
corous and as certain to hold job- 
bers’ attention. 


To Give Samples 


Samples of the product will be 
given to women in key cities in 
North Central states. Samples and 
16-page rotogravure folders will be 
handled by specially-trained 
crews in most cities except Chi- 
cago, where samples will be dis- 
tributed with copies of the Down- 
town Shopping News by regular 
deliverers of that paper. 

The campaign also includes ad- 
vertisements in newspapers this 
month and in May, with copy em- 
phasizing ease and simplicity of 
Solventol’s application and telling 
the wide variety of surfaces on 
which it may be used. 

The slogan, ‘No Rub, No Scrub 
—Just Wipe It On, Then Wipe It 
Off,” will feature the newspaper 
ads as well as car card advertis- 
ing, dealer counter displays and 
window streamers. 

Campbell-Ewald Company, De- 
troit, is the agency. 


W. S. Richardson to Head 
Goodrich Chemical Co. 


William S. Richardson, who has 
been with the B. F. Goodrich 
Company, Akron, since 1926, has 
been appointed president of the 
B. F. Goodrich Chemical Com- 
pany, recently established with 
offices and laboratories in Cleve- 
land and manufacturing plants in 
Niagara Falls, Louisville and 
Akron. 

The company, which will be a 
division of the Goodrich parent 
concern, is engaged in the manu- 
facture and sale of Geon vinyl 
resins, chemicals, and synthetic 
and reclaimed rubbers. 


Western Union May Send 


Messages by Radio Beam 


If experiments by Western 
Union Telegraph Company in 
sending telegrams by radio beam 
Prove successful, the company may 
be able to “make quite a change” 
in operational methods, Albert N. 

illiams, president, reported to 


-_—ac at the annual meet- | 

Terming this future radio teleg- | 
raphy as “one of the most | 
dramatic and interesting new pos- | 
sibilities” in the company’s busi- | 
ness, Mr. Williams discussed cur- | 


a 


———— 


SELLING NEW HAVEN’S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
thift — each copy working 24 hours dally 
to bring you coverage of today's best- 


"Pending customers . . . 100,000 readers 
daily! 


* we THE *« x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


en 


rent research in this field and the 
allocation of wave-lengths to WU 
for an experimental beam between 
Philadelphia and New York. 


Issue Anti-Noise Aids 

The National Noise Abatement 
Council, sponsor of Noise Abate- 
ment Week, April 29 to May 5, 
has issued a brochure of promo- 
tion suggestions for use in news- 


papers, periodicals, radio, and 
schools and clubs. Promotional 
aids available without charge 


from the council are also listed. 


S. M. Birch, Texaco 
Ad Head, Dies 


New York, April 11.— Stephen 
M. Birch, 50, advertising manager 
of the Texas Company since 1938, 
died yesterday afternoon, after a 
brief illness. 

Mr. Birch entered the Chicago 
office of Erwin, Wasey & Co., in 
November, 1919, leaving in June, 
1921, to join Fairchild Publica- 
tions. He returned to Erwin, 
Wasey in 1928 as account execu- 


tive on the Indian Refining Com- 
pany account. Texaco purchased 
Indian in 1929, at which time Mr. 
Birch was transferred to the 
agency’s New York office. The 
company appointed him advertis- 
ing manager in January, 1938. 


EDWARD D. NIX 


Chicago, April 12.—Edward D. 
Nix, 50, account executive with 
Erwin, Wasey & Co., died April 6 
in Wesley Memorial hospital. 
Services will be held Monday in 
Kirkwood, Mo. 
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Mr. Nix started his advertising 
career in 1924 with the Gardner 
Advertising Company, St. Louis, 
joining Erwin, Wasey in Chicago 
in 1933 to supervise the Carna- 
tion account. 


GUSTAV A. LOEB 


Cincinnati, April 12.—Services 
for Gustav A. Loeb, 70, assistant 
secretary-treasurer of the New 
York Times for 15 years until his 
retirement last Oct. 1, were’ held 
here today. Mr. Loeb died at his 
home at Lake Worth, Fla., April 7. 


TEENA KNOWS HER ONIONS --- 


_ You? 


... the cloak and suit maker are all agreed, 


Teena the High School girl is mother’s 


big new help around the house. When school 


\ 


is out you'll find her doing the family shopping. 


She knows what to buy and how to buy it... the brand 
to try and where to find it. For our girl Teena is in 


the know! She got that way reading every page and every 


issue of the young girl’s service magazine 


+Only eight Issues old and more advertising 
iiineage than any one of the four. = 


\ seventeen” 


If you do, you'll 
sell Teena in the 


magazine she’s sold on. 


woman’s service magazines. 
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‘Too Commercial, 
Porter Warns 22 
Radio Licensees 


(Continued from Page 1) 
stantially greater than that pro- 
posed in the original application 
approved by the commission.” 


Detailed Statements Asked 


In asking for the reason “for 
this apparent discrepancy,” the 
commission also asked for a state- 
ment showing what type of pro- 
gram service the station intended 
to render in the future, specifi- 
cally “What percentage of your 
time you intend to devote to com- 
mercial programs and to sustain- 
ing programs; what percentage to 
network and non-network pro- 
grams; what percentage to re- 
corded and transcribed programs, 
and what percentage to live pro- 
grams.” The FCC said that any 
other information “concerning fu- 
ture plans designed to fulfill the 


public responsibilities assumed by 
broadcasting licensees” should be 
submitted in triplicate as a sup- 
plement to the application. 

Sixteen other stations were 
granted renewals, accompanied by 
a letter pointing out that their 
program structure is at variance 
with the representations submitted 
with their applications. 

“The commission recognizes that 
program planning must neces- 
sarily be flexible, and that your 
statements as to the proposed pro- 
gram structure do not constitute a 
rigid blueprint for future opera- 
tions,” the letter said. 

“However, the commission must 
necessarily rely upon the original 
representations in the discharge 
of its functions in determining 
whether the grant will meet the 
statutory standards of public in- 
terest. 


Asks Further Data 


“Accordingly the commission 
would be interested in an explana- 
tion of the service which you are 
now rendering and the manner 
in which such service meets the 
community requirements. It also 
suggests that you include in this 
statement an explanation of the 


reasons for departure from the 
original proposed program struc- 
ture.” 

Not entirely unrelated to the in- 
quiry was the series of station fi- 
nancial reports issued by the com- 
mission showing a 40% increase in 
time sales by 200 to 500-watt sta- 
tions; a 41% increase for 1,000 to 
2,500-watt outlets; a 19.85% in- 
crease for 50,000-watt stations, 
and similar gains in other classes, 


Says Action Justified 

In his speech to the NAB, Mr. 
Porter said: “Somehow there 
must be a determination as to 
whether broadcasting is to oper- 
ate as an advertising and enter- 
tainment medium or whether it is 
to continue to perform in an in- 
creasing measure public service 
functions in addition.” 

Mr. Porter said he was aware 
of the arguments that the gov- 
ernment must keep its “rude, bu- 
reaucratic hands’ off of anything 
that smacks of program control, 
but under the present circum- 
stances the commission is justi- 
fied in determining how well an 
applicant has fulfilled his com- 
mitments for civic, educational, 
agricultural and other public 
service programs. 


charge of midwestern operations. 


Neale of the same agency; Ronald 
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TOAST—Chicago agency and radio men gathered March 30 to toast Ade 
Hult (extreme left), new vice-president of Mutual Broadcasting System in 
Others in the picture are, left to right: 
Robert Buckley, former CBS-man, now with Dancer-Fitzgerald-Sample; Jim 


Welch, MacFarland, Aveyard & Co; 


George Duram, H. W. Kastor & Sons; Lew Goodkind, Goodkind, Joice & 
Morgan; Jim Wright of Kastor; Walter Preston, CBS; Dave Dole, Henri, Hurst 
& McDonald, and Tyler Davis, J. Walter Thompson. 


Two Name Metcalf 


Emmons Loom Harness Com- 
pany, Lawrence, Mass., and James 
L. Entwistle Company, Pawtucket, 
R. I., manufacturer of spark test- 
ing equipment, have placed their 
accounts with George T. Metcalf 


Company, Providence, R. I. 


SHALL 
WE JOIN 
THE 
LADIES? 


William 
M. Cotton’s 


NEW YORK: IDEAL PUBLISHING CoRP., 295 Madison Ave., N.Y.17, N.Y.,M 
LOS ANGELES: DON HARWAY & CO., 816 W. 5th St., Los Ang. 13, Cal., Mutual 8 


Since women buy 85% of the merchandise sold in America, 
those of us with something to sell had better keep close tab 
on their preferences. If a cosmetic, a fashion, a household 
gadget—or a magazine—does not please them, it’s a smash 
flop, no matter what genius creates and publicizes it. If it 
does please them, it sells into millions. Right now, young 
housewives and wage earners are marching to the newsstands, 
13,000,000 strong, to buy Women’s Group Magazines. That 
simple fact marks the most important trend in the publishing 
business over the past 15 or 20 years. No alert advertiser can 
afford to snub that vast new readership, reached by the 
Groups and by the Groups alone. Ask our Ideal salesman to 
show you his five-minute accordion presentation. 


J deal WOMEN'S GROUP - Movie Life - Movie Stars Parade - Movies - Personal Romances 


U 3-8191 e CHICAGO: IDEAL PUBLISHING CoRP., 360 N. Mich. Ave., Chicago 1, Ill., State 5582 
512 e HOLLYWOOD: 1weAL PUBLISHING CoRP., 6253 H’wd. Blvd., H'wd. 28, Cal., Hillside 7364 


Top U. S. Artists 
Hail Britannica 
Art Show Via Air 


Chicago, April 10.—Prominent 
American artists who contributed 
to the Encyclopaedia Britannica 
Collection of Contemporary Amer- 
ican Painting, opening for public 
exhibition at the Art Institute 
here Thursday, will appear in a 
series of radio programs on Chi- 
cago stations beginning today to 
discuss the 121 works which are 
said to be the “most complete and 
representative collection of con- 
temporary American painting ever 
assembled.” The exhibition will 
be open until May 12. 

Britannica intends, following the 
exhibition, to send the collection 
“all over the country, wherever 
it is wanted and wherever it can 
be looked at by an_ interested 
public.” The artists of the paint- 
ings in the collection, many of 
them under commission by Britan- 
nica to illustrate articles in the 
reference work, were selected 
from a questionnaire sent to ar- 
tists, museum directors and art 
dealers throughout the country. 


Many Air Interviews 


The lineup of the programs in- 
cludes an interview by Lorraine 
Hall with Mrs. Grace Pagano, art 
expert who aided in_ selecting 
many of the collection’s paintings, 
on WCFL, April 10; a talk on the 
collection by Peyton Boswell, edi- 
tor of Art Digest, with Don Mc- 
Neill on WCFL-Blue Network, 
April 11, featuring as guests, ar- 
tists Marion Greenwood, Thomas 
Hart Benton, John Steuart Curry 
and Francis Chapin; an interview 
by June Baker with artist Lily 
Harmon on WGN, April 11; a 
round table discussion conducted 
by E. H. Powell, president of En- 
cyclopaedia Britannica, _partici- 
pated in by artists Frank Klein- 
holz, Frederick Taubes and John 
Curry, on WLS, April 11; an 
interview by Lorraine Hall with 
artist Dale Nichols on WCFL, 
April 12; an interview by June 
Baker with Aaron Bohrod, Army 
artist-correspondent, on WGN, 
April 13; a review by George Jen- 
nings, acting director of the Chi- 
cago Radio Council, on WBEZ, 
April 13, a quiz show, “Quiz of 
Two Cities,” in which Chicago 
artists Copeland C. Burg, William 
S. Schwartz, Francis Chapin and 
Aaron Bohrod at WGN, Chicago, 
will compete against New York 
artists Anton Refregier, Frank 
Kleinholz, Rockwell Kent and 
Philip Evergood at WOR, New 
York; and on Sunday, April 22, 
John Steuart Curry will be_ the 
guest observer on the “Quiz Kids 
program over WENR. 


—— 


AUTHORITY 


Staff writers for American Restaurant Maga- 
zine are the industry's outstanding authorities 
...Leonore D. Freeman, quantity food stylist, 
Jessie Alice Cline, practical menu planner; 
Charles Wagner, kitchen engineer, and 4 


others 
authority shares their 
faster. 

service. 


Your advertising surrounded by 
prestige, gains 9W 
Write for details of mer handising 


5 SOUTH 
WABASH 
AVENUE, 


CHICAGO 
3, ILL. 
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Cordial Makers 
Sef Up Guild; 
May Advertise 


(Continued from Page 1) 
94-page booklet which the guild 
is using in building its member- 
ship. The booklet also reprints 
several display cards, magazine, 
newspaper and trade publication 
advertisements, and covers of pro- 
motional booklets put out in the 
past by the Wine Advisory Board. 

“The wine industry has en- 
trenched itself firmly into good 
graces of the government agen- 
cies and the public,” the guild 
pooklet says. “The success of the 
American wine manufacturers has 
been outstanding . amazing! 
The American cordial industry can 
do . . must do as well, first 
with the state and federal legis- 
lative and control bodies (this is 
the guild’s primary and most ur- 
gent objective), then with the 
American drinking public ... 
with prestige-building, cordial- 
selling ads.” 


Will Contact Agencies 


The guild can help in problems 
of taxation and the like, it is said, 
by maintaining needed contacts 
with government officials and by 
serving as a clearing house for in- 
formation. 

It will, its bulletin says, “take 
it upon itself to serve as middle 
man for its member manufactur- 
ers to obtain specific rulings; thus 
requests for such rulings will ob- 
viously remain anonymous. A 
strong association will also permit 
more efficient and effective inter- 
change of views and ideas on trade 
problems between the various seg- 
ments of the industry.” 

Brandy and other cordial mak- 
ers paid an aggregate of about 
$750,000 for magazine space in 
1944. Guild membership already 
includes Many, Blanc, M. S. 
Walker Company, Charles Jacquin 
& Co., and other large producers 
and advertisers. 

Even with the addition of Na- 


tional Distillers Products Cor- 
poration and other large firms to 
the membership, however, the 


guild is not likely to advertise as 
extensively as does the wine coun- 
cil, which it sets up as a model 
to be emulated. The wine council 
last year spent nearly $300,000 in 
national magazines alone, through 
J, Walter Thompson Company, 
San Francisco. 

Individually, the wine producers 
spent an additional $1,200,000 in 
Magazines, making a total of 
about $1,500,000 for the wine in- 
dustry. Their newspaper adver- 
tising last year possibly amounted 
to more than $1,000,000, while 
point-of-sale, transportation ad- 
vertising, booklets, etc. also totaled 
a substantial sum. 


Delay Peanut Promotion 
Until War Demand Eases 


National Peanut Council, At- 
lanta, which last year announced 
it would spend about $230,000 a 
year on general magazine, radio 
and trade publication advertising, 
$35,000 on publicity and $35,000 
on research, reports that so far 
only research concerning insect 
control and the like is under way. 

Promotion plans, although partly 
developed, “will be held in abey- 
ance until the war demands for 
Peanuts and peanut products are 
minimized,” it is said. J. Walter 
Thompson Company, New York, 
is the agency. 


(ee 


ALL BY ITSELF.. 


THE LIMA NEWS 
75 miles from any 


other metropolitan city in 
NORTHWESTERN 


Sees CBS Wartime 
Record as Guide 


to Future Radio 


New York, April 11.—Columbia 
Broadcasting System’s handling of 
D-Day and invasion broadcasts, its 
supplying of electronic equipment 
to the Navy and its fight to gain 
a higher spectrum for television, 
are described by Paul W. Kesten, 
executive vice-president, in the 
company’s annual report as the 


shh 


three outstanding contributions by 
CBS in 1944 which “promise a 
continuing importance as_ sign- 
posts for the future.” 

Of D-Day and the invasion, Mr. 
Kesten said, “That your network, 
and American radio as a whole, 
met ‘this ultimate test of public 
service with precision and dis- 
tinction is attested by the generous 
tributes of the nation’s press and 
by the eloquent and personal 
gratitude expressed by listeners 
throughout the country.” 

He pointed out that CBS’s secret 
electronic work for the govern- 


ment had made it fairly certain 
that television pictures “twice as 
clear, twice as sharp and perhaps 
twice as large’ will become avail- 
able as soon as wartime work can 
be applied to peacetime television. 

Mr. Kesten’s letter stated that 
CBS was the first choice of more 
than 100 top U. S. advertisers for 
the 12th consecutive year, and in 
1944 was also chosen by more of 
all advertisers, large and small. 
The report disclosed that CBS had 
broadcast 30,218 programs in 1944 
for a total elapsed time of 9,067 
hours. 


55 
Miller Joins McGillvra 


Stewart Miller, recently honor- 
ably discharged from the Mer- 
chant Marine, and formerly with 
NBC and the Blue Network, has 
joined the New York sales staff 
- Joseph Hershey McGillvra, 
nc. 


Lewis Agency Named 

Schofield-Donald Company, 
Newark, manufacturer of chemi- 
cals, has appointed Lewis Adver- 
tising Agency, Newark, to direct 
its account. 


Localized 
advertising 


in the nation’s No. 1 spot in retailing 
where 98% of all food, and 85% of all drugs are bought 


@ Criterion is in a class by itself when it comes to making it easier 


for the manufacturer to localize his advertising close to the outlets 


where his products are sold; because Criterion, next to displaying 


the package in the store, is virtually his last means of influencing 


consumers before they buy. 


@ To consumers Criterion has always been an intimate friendly serv- 


appeal into buying-action. 


Products, and others, 


SERV 


ice. Everyday for years these big full-colored poster panels on busy 
shopping center corners have been guiding and shaping their buying 
habits. From them consumers are continually receiving new sugges- 
tions for better meals, better living. For Criterion converts look- 


@ Criterion Service has been paying large advertising dividends for 
years to big companies like Heinz, Ralston-Purina, Reynolds 
Tobacco, Swan, Bond Bread, Armour, Wrigley, Tip-Top Bread, Corn 


Write today for Elmo Roper’'s Criterion Survey showing bow advertising influences consumer sales. 


CRITERION 


ICE 


122 East 42nd St. 


NEW YORK 17, 


N. Y. 


216 E. Tremont St. 
BOSTON 16, MASS. 


612 N. Michigan Ave. 


CHICAGO 11, ILL. 


i The firat steps in any consumer campacgn 
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4 Truman Critical of, 


el 


= ie ale = as er 


But Believer in 
War Advertising 


(Continued from Page 1) 


Mr. Truman asserted ‘that there 
had been too much “blue sky” ad- 


vertising and too many pages of| 
glowing tribute to American in-| 
dustry. 


even used advertising, the cost of 
which is borne by the taxpayer, to 
create false impressions or to coun- 


'teract criticism which has legiti- 


mately been directed at them.” 

This assertion followed the Tru-| 
man committee’s July, 1943, state- 
ment lashing out against “extrava- 
gant” advertising by war contrac- 
tors, im which it specifically ac- 
cused Curtiss-Wright Corporation 
and International Nickel Company 
of making unfounded, misleading 
claims. 


Committee Attacked Two 
The committee had said that 


Aircraft Company. It said Inter- | 
national Nickel had advertised that | 
helicopters were being used to sha- 
dow submarines, but in fact none 
were being used by the Navy at all. 

The committee declared that 
there had been recommendations 
that the Bureau of Internal Reve- 
nue investigate the costs of such 
advertising; that it appreciated that 
some advertising had a proper place 
and recognized it as legitimate 
expense, “but the committee be- 
lieves that advertising expendi- 
tures, unless paid by the company 
out of its profits after income taxes 
and renegotiation, instead of indi- 


“To read the dramatically writ-| Curtiss-Wright ads gave the erron-| rectly by the government, should | 


ten messages, and to see the 
highly-colored photographs and 
drawings,” he said, “one would al- 
most think that our battles were not 
won by our fighting men at all, but 
by our war industries. 

“Some of these companies have | 


eous impression that its Helldiver | 
was the world’s finest dive bomber | 
and was in use by the Navy, when | 
the fact was that no usable plane | 
had been devised by the company 


jand dive bombers used by the 


Navy were produced by Douglas 


not be greater than those incurred 
by the company prior to the war) 
and even then the references to 
contributions to the war effort) 
should be subject to scrutiny for | 
the purpose of protecting the pub- | 
lic’s interest against unfounded | 


claims.” 

Later Sen. Truman personally 
expressed his views in this regard. 
He opposed suggestions that gov- 
ernment pay for advertising in 
support of its drives, because of 
the many “dangers and difficul- 
ties” involved, but complained that 
many corporations had gone be- 
yond reasonable limits in charging 
off advertising as an expense of 


| war business. 


He said it would be impractical, 
however, for the Bureau of In- 
ternal Revenue to become a censor 
of advertising practices, and that 
it was up to the industry itself 
“to make certain that every piece 
of advertising carries a real and 
an honest message to the public.” 
Industry and the nation, he ob- 
served, need more of that kind of 
advertising. 

In March, 1944, before the Mil- 
waukee Advertising Club, he rather 
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generally approved of prewar cor. 
porations advertising institution. 
ally, although he criticised such 
ads when placed by “war baby” 
companies. 

He said that entry of govern. 
ment into the field, by preparing 
and paying for its own ads, would 
have more or less disrupted the 
advertising industry, the press and 
the radio as a result of the need 
for hiring talent and making con- 
tracts for time and space in com- 
petition with private business. 

The voluntary system, he con- 
tinued, had enabled government to 
get its campaigns to the public, ang 
had “strengthened the industry jn 
that it has enabled agencies to hold 
their staffs together and to obtain 
fees for advertising, much of which 
would not otherwise have been 
placed.” 

Turning to the tax laws, Sen, 
Truman pointed out that much of 
the advertising had been charged 
as an expense before profit, “thus 
reducing the amount of profit on 
which federal income taxes are 
payable. 

“This means that much of the 
advertising is indirectly paid for 
by the government, and to the ex- 
tent that the government has ob- 
tained value from the war cam- 
paigns which I have referred to, 
it is entirely proper that it should 
pay the expense.” 


Roosevelt Praised Advertising 


Although Mr. Roosevelt was fre- 
quently accused of being “anti- 
business,” no evidence of anti-ad- 
vertising bias was visible in his 
utterances. In fact, he not only 
had frequently commended adver- 
tising for its assistance in the war 
effort, but it was under his admin- 
istration that, for the first time in 
history, the mechanisms of adver- 
tising were closely interwoven 
with the conduct of the war, par- 
ticularly on the psychological and 
home-front sides. 

Organization of the War Adver- 
tising Council and its close coop- 
eration with scores of government 
war agencies in successful efforts 
to further a wide variety of war 
themes and war aims was particu- 
larly notable. It can undoubtedly 
be said that advertising has played 
a greater and more important role 
in the current war—in closer co- 
operation with official government 
agencies—than ever before in 
American history. 

As recently as Dec. 21, 1944, 
Harold B. Thomas, at that time 
chairman of the War Advertising 
Council, released a letter which 
President Roosevelt had written to 
the council, urging advertisers to 
support home front campaigns. 

Mr. Roosevelt praised the coun- 
cil’s work in “mobilizing the forces 
of advertising to assist in winning 
the war,” and pointed out that 
“nearly a billion dollars worth of 
advertising has been contributed 
Me war programs since Pear] Har- 

or. 


Asked Complete Support 


The President added that he was 
“gratified to learn that the council 
plans to continue its public serv- 
ice” after the fighting stopped, and 
he expressed hope that “your work 
will receive the unqualified sup- 
port of business men throughout 
the nation.” 

In common with his predecessors 
in office, the President annually 
addressed messages to the Adver- 
tising Federation of America, €X- 
pressing his interests in the organ- 
ization’s work and his hopes for 
its continued expansion. 

In 1941, when the AFA met in 
Boston, Mr. Roosevelt wrote that 
“advertising has been responsible 
for many of the good things which 
the citizens of the United States 
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enjoy. It has been a potent force 
in making available to our citizens 
the products of American skill and 
ingenuity. Without it, many pres- 
ent day necessities would be lux- 
uries. 

“That force needs now to be ap- 
plied toward the maintenance of 
our accustomed standards of living 
and further progress. This may 
require adjustment, but it should 
mean increased effort. As an edu- 
cational force alone, advertising 
ought to play a leading part in the 
preparedness program. It can as- 
sist in creating and maintaining 
public morale. Those who are ex- 
pert in it can be of great aid to 
government.” 

Essential Trinity 


In 1939 the Chief Executive 
wrote the AFA: ; : 

“Advertising, by helping in the 
distribution of goods produced, can 
be an immense aid in stimulating 
and maintaining production, and 
only through the continuous spread 
of purchasing power can either ad- 
vertising or production be justified. 

“Thus purchasing power, pro- 
duction and advertising are inter- 
dependent and stand or fall to- 
gether. I believe that in just such 
measure as your convention recog- 
nizes this interdependence, its de- 
liberations will promote general 
prosperity and the happiness and 
security of the greatest number.” 


CANCEL NET SHOWS 


New York, April 13.—On an- 
nouncement of President Roose- 
velt’s death, all four national net- 
works canceled all commercial 
programs after 6 p.m. EWT, on 
Thursday, April 12. Mutual an- 
nounced today that no commercial 
programs would be broadcast until 
5 p.m. and CBS said such pro- 
grams “probably will be off until 
noon.” Plans of NBC were indefi- 
nite, but it was indicated that com- 
mercials would be severely re- 
strained until Monday morning. 
Late today the Blue announced 
that it will carry “no sales com- 
mercial announcements over the 
network until after the services 
at the White House on Saturday 
afternoon.” Only _ institutional 
messages will be permitted. 

Among New York’s morning pa- 
pers, the Herald Tribune, News 
and Times cut out all national and 
local advertising for Friday, but 


the Mirror carried some advertis-, 


ing. Among the evening papers on 
Friday, the Journal-American can- 
celed national and retail advertis- 
ing, but ran about 1% pages of 
amusements. The Post and Sun 
reduced display advertising and 
the World-Telegram carried only 
legal and death notices. 


‘TIMES’ OMITS ADS 


Chicago, April 13.—The Chicago 
Times omitted all advertising from 
today’s paper, with the exception 
of announcement copy of impor- 
tance and condolences from busi- 
ness organizations which an- 
nounced store closings. 


WRIGLEY BUILDS SPECIAL 
ROOSEVELT PROGRAM 


Chicago, April 13.—When the 
news of President Roosevelt’s 
death flashed over the news ticker 
in the office of P. K. Wrigley, head 
of Wm. Wrigley Jr. Company, at 
4:49 yesterday afternoon, it started 
the wheels in motion which re- 
sulted, in a few short hours, in one 
of the most unusual radio pro- 
grams in history. 

The Wrigley show, “The First 
Line,” which is dedicated to the 
Navy, was scheduled to go on the 
air over the CBS network at 9 
%clock last night. Realizing that 
he news would cause cancellation 
of the show, Mr. Wrigley immedi- 
ately called in all agency and net- 


work people involved, and ex- 
pounded his idea that a “new 
angle” on the President’s death 
could be developed with a show 
featuring Mr. Roosevelt as the 
“Navy President.” 


No Navy Angles 


Mr. Wrigley and his associates, 
Les Atlass, Chicago head of CBS 
and WBBM, and executives of Ar- 
thur Meyerhoff, J. Walter Thomp- 
son and Ruthrauff & Ryan, Wrigley 
agencies, listened to everything on 
the air until about 6:15, but heard 


no Navy angles on the President’s 
death, so they were sure they had 
something. 

In the meantime, they had man- 
aged to get a call through to Great 
Lakes Naval Training Station and 
an agreement to put the Navy 
choir on the air if it was wanted. 
An announcer, engineer and pro- 
ducer were rushed to Great Lakes, 
and research work on Mr. Roose- 
velt’s Navy activities was started. 

At 6:30 they started building the 
show, with Mr. Wrigley himself 
acting as editor and Les Weinrott 


of JWT as producer-director, as- 
sisted by Ted Robertson of WBBM, 
Ken Robinson of Meyerhoff and 
Everett Hollis of WBBM. An or- 
chestra and 18 actors stood by. , 

At 8:45 the show went into re- 
hearsal. At 9 it was ready to take 
the air. At 9:20 it went on the air, 
with a completely integrated half- 
hour script depicting Mr. Roose- 
velt’s interest in the Navy, from 
the days when he was Assistant 
Secretary of the Navy during 
World War I, through the years of 
his crusade for a strong Navy, and 


57 


down to the present. Each episode 
closed with the Great Lakes choir 
singing sacred music, and the pro- 
gram concluded with a prayer by 
the Great Lakes chaplain, the sing- 
ing of. the Navy hymn, and the 
blowing of taps by a Navy bugler. 

All costs involved — except, of 
course, for the contributions of 
time and effort made by the net- 
work and others—were borne by 
Wrigley, but the program went on 
the air as a public service program, 
without any mention of Wrigley— 
not even a courtesy announcement. 


WMPS, Inc., a wholly owned subsidiary of Plough, 
Inc., of Memphis, has now assumed active operation of 
W MPS, following transfer of ownership from the Memphis 
Broadcasting Company. 


The present, aggressive policy of WMPS.will be ex- 
panded to further serve those who have come to look to 
this progressive station for results. And the bright days 
ahead in postwar broadcasting will find WMPS contribut- 
ing toward constantly increasing listener enjoyment through 
an outlet embodying newer principles and practices in the 
world of radio. 


For 20 years, W MPS has been a factor in Memphis and 
Mid-South broadcasting. Now under its new ownership and 
with the same management, even greater things are in pros- 
pect. As material and equipment become available, refine- 
ments are planned in both quality and coverage of broad- 
casting. 


W MPS 1s proud of its affiliation with the rapidly ex- 
panding Blue Network of the American Broadcasting Com- 
pany. Through this network’s facilities, as well as through 
its own local programming, WMPS service to the public 
will continue to provide radio’s outstanding educational and 
entertainment features. 


Reach and sell this responsive, growing audience—in one 
of the nation’s outstanding markets. 


H. R. KRELSTEIN, 


Vice President and General Manager 


REPRESENTED BY SPOT SALES incorporated 
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| CANCER: NOTES OF HOPE e 


DIAGNOSIS AND PROGNOSIS OF .A PARADOXICAL PROBLEM OF LIFE AND DEATH | a 

d x 
4 <2 
Eight years ago the American Cancer Society’s New Indeed, one in every eight Americans alive today an, 


York committee awarded a medal to Time Inc. part- will fall to cancer—about 175,000 this year. CA 
RTUNE’s encyclopedic article, “Cancer: is mongh t Tees 

i ? 
| ; ; 
PRIORI 
ited pr 


certifice 
April 9 


| 19 by thos 
. ; ; 5 Eight years between these two FORTUNE articles on the disease that has de- 


pressed men since the Egyptians studied it three thousand years ago—eight years that have 


registered advances in the fields of detection, treatment and research reflected in the changed 


and encouraged outlook of the most eminent scientists. 


But cancer is more of a practical problem than ever before: more and more people, saved from 
other diseases by such modern developments as X-ray diagnosis, vaccines, serums, plasma, 


sulfa, and penicillin, die of cancer on reaching middle age. 


The fight against cancer is science’s most brutal and baffling battle, yet it is the one for which 
the men of science are least well equipped financially. One in every eight Americans dies of 
cancer... yet for cancer research, only $5. is available per cancer death (for every polio death, 


there is $500). Money is needed, and organization. 


Enlightened management, always in the vanguard of public service is consistently generous 
with its time, its money, and its resources in any advancement of the common good. This month 
Eric Johnston launches the American Cancer Society’s $5 million fund-raising campaign for 
education, prevention and research. And FORTUNE, the magazine that men of management 


depend upon for guidance within the full frame of their interests, offers in the April issue a 


¢ further study on cancer to aid the cancer fighters. 
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WINNERS—John K. Hough, director of advertising, Goodyear Tire & Rubber 

Co., Akron, seated, and James S. Hauck, N. W. Ayer & Son, Inc., look over 

prize-winning Goodyear institutional ads, two of which received awards of 

distinctive merit for color advertising in magazines at the annual show of the 

New York Art Directors Club; the third was selected as one of the 100 best 
wartime advertisements. 


Casco Electric Heating Pad: 
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PRIORITY ITEM—Casco Products Corp., Bridgeport, Conn., announces lim- 

ited production of its heating pad in copy at the left, carrying a priority 

certificate, which appears this month in 26 large-city newspapers (AA, 

April 9). Copy at the right, scheduled for May, discourages purchase except 

by those in vital need. Grey Advertising Agency, New York, handles the 
account. (Story on Page 25.) 


TASTE 


; Tomorrow - 


“Buller ...2r4 puenry oF rr: 
Bn tiga e 


wer has emdered. N 


AMERICAN DAIRY ASSOCIATION 
" & 


mst IN FIVE YEARS—American Dairy Association, out of magazines for the 

deb ve years, is running this full-color page in the current McCall's. A sched- 

#5 not been settled for further magazine ads (AA, April 9). Campbell- 
Mithun, Chicago, is the agency. 
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PHOTOGRAPHIC REVIEW 


F THE 
WEEK 


THEY'RE NYLONS—"Miss Solventol" 
is used by Solventol Chemical Prod- 
ucts in a "strip tease’ chart which 
points out chemical similarities be- 
tween Solventol household cleaner and 


synthetics such as nylons and plastics. 


(Story on Page 53.) 


LIKE EGGS—Sylvania Electric Prod- 
ucts, Inc., is pretesting for postwar use 
this “handy-5-pack,” which capitalizes 
on the housewife's habit of buying 
eggs in shock-proof molded cartons. 


COMING OF AGE—Posing beside the 
birthday cake celebrating the 2/st 
birthday of WKRC, Cincinnati, are 
Jake Latham (left), sales manager, and 
Herman Fast, general manager. 


SNUFF STUFF—Four-color copy sched- 
uled for Vogue in June, will back up 
the introduction of Schiaparelli's newest 
product, Snuff eau de cologne, a follow- 
up to Snuff perfume for men, launched 
three years ago. Ads will also run in 
the New Yorker and Esquire through 
Lennen & Mitchell, New York. 


HOSTS TO CHICAGO ADMEN—Seward Davis Jr., left, manager, western 

ad department, and Elmer E. Flagler, right, manager of the classified display 

ad department, New York News, were hosts to Chicago admen April 4 at a 

cocktail and supper party preceding the annual Intercity Golden Gloves box- 

ing tournament sponsored by the News and the Chicago Tribune. Bill Murtha, 

center, News sports writer, was on hand to give the assembly some Golden 
Gloves history. 


Favor SPECIALS Dd 
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When it rains ‘ it pours | 


RELATED—One of the new posters in Morton Salt Co.'s newspaper-radio- 
outdoor campaign, starting May |, is this one, which urges consumers to use 


Morton's on spring vegetables to “develop fullest flavor.” Kenyon & 
Eckhardt, Chicago, is the agency. 


ON HIS WAY—Among those present at a cocktail party given for John 

McCormick, second from left, NBC account exec who resigned to head the 

radio department of the Republican National Committee, were Harry C. 

Kopf, vice-president of the NBC central division, extreme left; Donald Lourie, 

vice-president in charge of sales, Quaker Oats Co., and Sam Stone, ad 
manager of Quaker Oats. 
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CAMPAIGN FORERUNNERS—Craig E. Dennison, Advertising, prepared 
these rough layouts for a suggested initial campaign by the newly-formed 
Cordial Guild of America, Chicago. (Story on Page |.) 
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On You It Looks Good, Madame 


OU’'VE got the right idea, Madame. Denim 
| may not have the sweeping dignity of chif- 
fon, but mass production calls for overalls, 
not evening gowns; serviceability, not swank. 


Business men have learned, too, that wearing 
shirt-sleeves pays off better than white ties 
and tails in getting mass sales as well as mass 
production. 


That's where a publication like Puck-The 
Comic Weekly comes in. It isn’t printed on 
slick coated paper, it may not be thoroughly 
read by the pride of Watch Hill or Newport 
(although we know it is), but in more than 
6,500,000 homes throughout the United States 
the familiar characters in Puck provide thrills 
and entertainment for young and old alike 
every week. 


These same families—the mass producers of 
multi-billion dollar sales— follow the adven- 
tures, the escapades, the laughs and tears of 
famous “Jiggs and Maggie,” ‘Skippy,’ ‘Little 
King,’ “Blondie,” “Tillie the Toiler,”’ ‘“The 
Katzenjammer Kids,” “‘Little Annie Rooney,” 
“Popeye,” “Toots and Casper,” ‘“The Phan- 
tom,’ “Donald Duck,” “Tippie,” “ Prince Val- 


iant,” “Snuffy Smith,” “Jungle Jim,” “Flash 
Gordon” and others. Characters more familiar 
to all kinds of people than the best known 
stars of the stage, screen or radio. They are 


the ‘‘All-Star Cast!’’ 


A large group of manufacturers,who represent 
the “Who's Who’’of America’s business, know 
the influence of the famous characters in Puck- 
The Comic Weekly. For in Puck, year after 
year, the advertisements of these firms have 
consistently produced tremendous sales. 


Distributed every week from coast to coast 
with a group of great Sunday newspapers, the 
editorial features in Puck and the advertising it 
publishes make the fascinating reading habit of 
more than 20,000,000 adults and young folk. 


For those companies who have products to 
sell today or brand names to build for tomor- 
row there are big color pages, half pages or 
one-third pages in Puck. To learn more about 
how your company can effectively sponsor 
advertising in this publication, write or tele- 
phone Puck-The Comic Weekly, 959 Eighth 
Avenue, New York 19, N.Y., or Hearst Build- 
ing, Chicago 6, IIl. 


the Advertisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Armour & Company 

Baver & Black, Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 

Campana Sales Co. 

Chesebrough Mfg. Co. Consolidated 
The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Eversharp, Inc. 

F. W. Fitch Company 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


“The ‘Junket’ Folks” 
(Chr. Hansen's Laboratory, Inc.) 


Kolynos Company 
Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 
The Lionel Corporation 
Mars, Incorporated 
Maybelline Company 
The Mennen Company 
National Biscuit Co. 
Pepsi-Cola Company 
Pepsodent Division of 

Lever Brothers Co. 
Pillsbury Flour Mills Co. 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 
R. J. Reynolds Tobacco Co. 
Serutan Company 


W. A. Sheaffer Pen Co. . 


Standard Brands, Inc. 

Twentieth Century Fox Film Corp. 
U. S. Army Recruiting Service 
Van Camp's, Inc. 
Wilson Chemical Co., Inc. 
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